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The  Birth  of 
Brylcreem  Sensus 


Shaving  Care  for  Sensitive  Skin 


At  last,  mens  skincare  comes  out  of 
the  specialist  corner  and  into  the 
mainstream  shaving  market  — 
with  new  Brylcreem  Sensus. 

Dermatologically  tested 


SB 


Hypo-aliergenic  formulae 

with  Anthemile  to  help  avoid 
inflammation  and  Allantoin  to 
help  heal  irritated  skin 
Massive  growth  potential 

Order  stocks  now 


For  further  information  ring:  081-975  4325. 
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Abbreviated  Prescribing  Information  Migraleve  Tablets.  Indications:  For  the  treatment  of 
migraine  attacks  which  can  include  the  symptoms  of  migraine  headache,  nausea  and  vomiting 
Presentation:  Pink  tablets  Buclizine  Hydrochloride  6  25  mg,  Paracetamol  PhEur  500  mg.  Codeine 
Phosphate  PhEur  8  mg.  Yellow  tablets.  Paracetamol  PhEur  500  mg,  Codeine  Phosphate  PhEur  8  mg. 
Dosage  and  administration:  Adults  Treatment  2  Pink  Migraleve  immediately  it  is  known  that  a 
migraine  attack  has  started  or  is  imminent.  If  symptoms  persist,  2  Yellow  Migraleve  every  four  hours. 
Maximum  8  tablets  (2  Pink  and  6  Yellow)  in  24  hours  Treatment  should  always  start  with  the  Pink 
Tablets  Children  10-14  years  One  Pink  Migraleve  initially  If  required,  I  Yellow  Migraleve  every  four 
hours  Maximum  4  tablets  (I  Pink  and  3  Yellow)  in  24  hours.  Elderly  (over  65  years)  As  for  adults. 
Contra-indications,  warnings  etc:  Side-effects  Drowsiness  may,  theoretically,  be  caused  by  the 
small  antihistamine  content  of  Pink  Migraleve,  but  this  has  never  been  apparent  from  clinical  observations. 
Use  m  pregnancy    Whilst  there  are  no  specific  reasons"  for  contra-indicating  Migraleve  during  pregnancy. 


as  with  all  drugs,  it  is  recommended  that  Migraleve  be  used  with  caution  in  pregnancy  Migraleve  is  not 
contra-indicated  in  breast-feeding  mothers.  Precautions:  Patients  suffering  from  high  blood  pressure 
should  first  be  treated  for  this  condition  independently.  Because  of  the  possibility  of  drowsiness, 
consideration  should  be  given  to  patients  involved  in  hazardous  occupations.  Treatment  of  overdosage:  As 
for  paracetamol  {oral  methionine  or  i.v.  acetylcysteine)  and  codeine  (injection  of  naloxone). 
Recommended  prescribing:  On  first  presentation  -  Migraleve  Duo  48  o.p.  2  Pink  stat.  2 
Yellow  q.q.h.  (The  Duo  pack  contains  32  Pink  and  16  Yellow  tablets.  Basic  N.H.S.  price  £4.68). 
Subsequently,  taking  patient  experience  into  account,  either  Pink  or  Yellow  Migraleve  may  be  prescnbed 
in  multiples  of  48,  so  avoiding  a  double  prescription  charge  Product  Licence  Number: 
0232/5008R  Product  Licence  Holder:  Charwell  Pharmaceuticals  Ltd..  Charwell  House. 
Wilsom  Road,  Alton,  Hampshire  GU34  2TJ.   Full  prescribing  information  available  by  post. 

Charwell  Pharmaceuticals  Ltd. 


Power  over  migraine 


Migraleve  is  already  the  leading  migraine  treatment.1 
And  its  position  at  centre  stage  will  be  guaranteed  with 
a  new  advertising  campaign,  running  throughout 

the  year. 

Doctors  will  be  certain  to  prescribe  new  Migraleve 
48  Duo  packs  for  new  and  current  migraine  sufferers. 

Stocks  are  already  at  your  wholesaler.  So  order  now, 
because  there  is  no  closed  season  for  migraine. 


NEW 


I .  Nielsen  trade  audit,  Jan/Feb  1991 . 

029102 


Migraleve  48 

r  duo 

Pink  tablets  -  buclizine  hydrochloride  6.25  mg.  paracetamol 
500  mg,  codeine  phosphate  8  mg.  Yellow  tablets  -  paracetamol 
500  mg,  codeine  phosphate  8  mg. 
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Hospital  pharmacists  might  be  forgiven  for  checking  the 
calendar  this  week.  News  that  a  pay  deal  for  1991-92 
has  been  signed  and  will  shortly  be  delivered  (pl058) 
six  months  before  Christmas  should  surprise  even  the  most 
optimistic.  The  "early"  settlement  is  good  news, 
especially  in  a  year  when  headline  inflation  looks  likely  to 
continue  falling.  While  7.9  per  cent  is  very  much  an  NHS 
"going  rate"  for  the  1991-92  pay  round,  it  is  a  figure  that 
might  have  been  under  pressure  if  pay  talks  had  followed 
their  usual  course  and  dragged  on  into  the  Autumn,  when 
inflation  is  likely  to  be  down  below  5  per  cent., 
Furthermore,  pharmacists  have  avoided  the  staged 
agreement  given  to  doctors  and  nurses,  in  which  part  of  the 
rise  is  implemented  two-thirds  of  the  way  through  the  year. 

This  year  also  marks  a  watershed  in  negotiations,  for  it 
is  the  first  time  all  NHS  hospital  pharmacists  are  not 
automatically  covered  by  the  same  agreement.  One  of  the 
"benefits"  of  Trust  status  will  be  the  setting  of  local  rates 
of  pay  and  conditions  for  staff.  Theoretically  at  least  this  pay 
rise  might  not  apply  to  Trust  hospital  pharmacists,  but  it  is 
likely  such  pay  rises  are  the  last  thing  on  the  minds  of  Trust 
managers  struggling  with  their  new  status. 


It  might  be  a  different  story  next  year,  and  if  the 
Government's  hopes  for  the  second  and  third  wave  of  NHS 
Trusts  materialise,  the  Pharmaceutical  Whitley  Council  will 
be  negotiating  on  behalf  of  a  diminishing  number  of 
pharmacists  left  under  district  health  authority  control. 
That  is  a  pity,  for  while  pay  settlements  have  been 
frustrated  with  endless  delays  over  the  years,  the  Staff  Side 
has  scored  some  notable  successes  in  the  recent  past, 
chiefly  with  the  agreement  in  1988  on  the  current  grading 
structure,  which  had  the  effect  of  doing  much  to  restore  the 
pay  erosion  of  the  previous  ten  years. 

Trust  managers  will  presumably  be  loathe  to  negotiate 
with  professional  groups  individually,  so  there  is  bound  to 
be  some  horse  trading  to  consolidate  on  common 
professional  and  technical  scales.  The  payoff  may  be  higher 
pay  in  the  short-term,  but  the  Trusts  have  shown  they  are 
not  adverse  to  redundancies  in  the  interests  of  cost- 
effectiveness.  In  the  fragmenting  but  "competitive"  NHS", 
the  Guild  of  Hospital  Pharmacists,  which  for  almost  70 
years  has  served  as  a  forum  for  the  best  in  hospital 
pharmacy,  faces  perhaps  its  greatest  challenge:  that  of 
keeping  the  profession  together. 
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Early  7.9pc  deal  for 
lospital  pharmacists 


Hospital  pharmacists  are  to  get  a 
rise  of  7.9  per  cent  for  1991-92, 
backdated  to  April  1.  The  new 
rates  should  appear  on  next 
month's  pay  slips. 

With  settlements  in  the  1980s 
rarely  finalised  before  Christmas, 
the  early  end  of  this  year's 
negotiations  represents  a  success 
for  the  staff  side  negotiators,  who 
have  been  pressing  for  speedier 
deals  ever  since  the  new  grading 
structure  was  agreed. 

As  well  as  7.9  per  cent  on  all 
points  of  the  pay  spine,  the  deal 
includes  similar  rises  in  London 
weighting  values. 

Pre-registration  pharmacists 
are  to  get  a  £600  a  year  rise 
(equating  to  8.75  per  cent)  to 
£7,456.  Staff  side  chairman  Bob 
Timson  says  the  Government  has 
bought  in  a  £600  minimum 
"threshold"  for  NHS  pay  rises. 

The  Department  of  Health  has 


Food  claims 
criticised 

Many  health  claims  on  foods  are 
confusing  or  misleading,  says  a 
report  published  this  week  by  the 
Coronary  Prevention  Group. 

"The  Government  should 
ensure  these  claims  are  regulated 
in  the  interests  of  public  health, ' ' 
says  Dr  Mike  Rayner,  CPG  senior 
research  officer. 

The  heart  charity,  which 
looked  at  30,000  foods  sold  in  five 
major  supermarkets,  found  that 
44  per  cent  of  "low  fat"  claims 
were  for  foods  too  high  in  fat  to 
qualify  under  the  Government's 
definition  of  this  term  and  70  per 
cent  of  low  fat  claims  were  for 
foods  high  in  salt.  Most  foods 
labelled  "low  cholesterol"  were 
high  in  saturated  fat,  the  main 
cause  of  high  blood  cholesterol. 

Farley's  low  sugar  rusks  were 
criticised  for  containing  as  much 
sugar  as  sweet  biscuits;  an 
asterisk  on  the  packet  explains 
that  the  rusks  contain  less  sugar 
than  Farley's  original  rusks.  But  a 
spokeswoman  for  the  company 
said  the  claim  was  unlikely  to  be 
misleading  because  research  had 
shown  that  mothers  read  packs 
carefully  when  buying  for  their 
babies .  That  amount  of  sugar  was 
necessary  to  provide  the  correct 
texture,  she  continued.  Any  less 
would  result  in  a  hard  product 
resembling  a  dog  biscuit. 


also  agreed  to  add  a  discretionary 
fourth  point  to  the  grade  B  scale. 
The  Guild  of  Hospital  Pharmacists 
had  claimed  an  extra  substantive 
point  but  the  compromise  gives 
local  flexibility. 

Special  duty  payments  for  late 
clinics,  and  Sundays  and  bank 
holiday  working  will  also  in  future 
be  agreed  at  local  level. 

Current  SDP  fees  are  paid  at 
the  hourly  rate  of  point  4  on  the 
34-point  salary  scale,  which 
means  most  pharmacists  work 
this  "over  time"  for  less  than 
their  standard  rate  of  pay. 

The  Guild  sought  linkage  to 
point  1 1 ,  but  the  management  side 
countered  with  the  offer  of  a  new 
agreement  allowing  employing 


authorities  to  determine  rates  of 
pay  or  time  off  in  lieu  provisions. 

"We  concluded  that  this 
arrangement  couldn't  be  any 
worse  than  what  we  have  now," 
Mr  Timson  told  C&D,  "so  we 
have  agreed  to  go  along  with  it. 
The  only  proviso  we  made  was 
that  the  wording  in  the  agreement 
gave  an  opportunity  for 
consultation  between  employing 
authorities  and  local  staff  side 
representatives." 

Mr  Timson  describes  the 
overall  settlement  as  reasonable. 
"It  should  keep  us  ahead  of  infla- 
tion for  the  coming  year,  although 
there  is  always  the  argument  that 
the  settlement  takes  a  backward 
as  well  as  a  forward  look. 


Herbal  guidelines  finalised 


The  World  Health  Organisation 
has  now  finalised  guidelines  for  the 
assessment  of  herbal  medicines. 

Forty  five  experts  from 
around  the  world  met  in  Munich 
last  week  to  finalise  the 
guidelines,  designed  to  assist 
countries,  chiefly  in  the 
developing  world,  who  want  to 
develop  legislation  for  evaluating 
manufactured  herbal  medicines  to 
ensure  safe  and  effective  use. 

They  will  preserve  traditional 
herbal  remedies  by  protecting 
both  consumers  and  manu- 
facturers, and  would  allow  cross- 
cultural  transfer  of  herbal 
medicinal  knowledge,  said 
Professor  Fritz  Kemper  of 


Munster  University,  who  chaired 
the  plenary  sessions. 

The  recommendations  will 
now  be  presented  to  the  6th 
International  Conference  of  Drug 
Regulatory  Authorities  in  Ottawa 
in  October. 

Among  the  UK  delegation 
were  Victor  Perfitt,  chairman  of 
the  British  Herbal  Medicines 
Association  and  director  of  Gerard 
House  and  Peter  Bradley,  who 
chairs  the  BHMA's  scientific 
committee  and  is  head  of  technical 
services,  Booker  Health 
Products. 

The  Medicines  Control 
Agency  submitted  written 
evidence  to  the  meeting. 


Protocols  for 
diseases 

Some  good  has  come  out  of  the 
criticism  pharmacists  received  in 
a  Newcastle  study  which 
suggested  most  were  giving  the 
wrong  advice  on  children's 
diarrhoea  {C&D,  March  2,  p321). 

A  local  pharmacist  went  to 
discuss  the  matter  with  one  of  the 
consultants  involved  and  together 
they  are  deciding  on  the  correct 
treatment  protocols  for  a  range  of 
minor  ailments  in  children.  These 
protocols  will  then  be  circulated  to 
all  community  pharmacists  in  the 
northern  region. 

Allen  Tweedie,  the 
Pharmaceutical  Services 
Negotiating  Committee's 
representative  in  the  region,  went 
on  his  own  initiative  to  see  Dr 
Tony  Waterstone,  consultant 
paediatrician,  Royal  Victoria 
Infirmary,  Newcastle  upon  Tyne, 
to  find  out  what  was  behind  the 
study,  in  which  ten  pharmacists 
were  questioned  on  how  they 
would  treat  children's  diarrhoea 
and  ten  visited  by  researchers 
posing  as  parents.  Instead  of 
finding  someone  with  a  grudge 
against  the  profession,  Mr 
Tweedie  discovered  that  Dr 
Waterstone  was  an  ally  who 
believed  that  pharmacists  had  a 
valuable  role  to  play  in  the 
community. 

"He  wants  pharmacists  to  do 
more  in  the  way  of  caring  for 
childhood  ailments  and  was 
concerned  that  we  got  the 
protocols  right,"  Mr  Tweedie 
explained  to  C&D.  "He  felt  that 
caring  should  be  a  team  effort  with 
the  professions  involved  having 
the  same  objectives." 

The  guidelines  should  be 
circulated  towards  the  end  of  the 
Summer  and  will  also  be  published 
as  an  article  in  C&D. 
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Next  OTC 
challenge 

The  next  challenge  in  Europe  for 
the  OTC  medicines  industry  is  to 
ensure  the  commitment  of 
national  health  authorities  and  the 
European  licensing  agencies,  like 
the  Medicines  Control  Agency,  to 
the  idea  of  pan-European 
summaries  of  product 
:haracteristics,  says  retiring 
president  of  the  Proprietary 
Association  of  Great  Britain,  Colin 
Wood. 

In  only  two  years  the  PAGB 
and  its  European  counterpart,  the 
AESGP,  have  succeeded  in 
formulating  a  policy  and  producing 
four  Euro-SPCs  —  on  aspirin, 
paracetamol,  ibuprofen,  and 
bisacodyl  —  all  of  which  had  been 
encapsulated  in  the  mark  two 
version  of  the  "Passport  to 
Europe",  launched  two  weeks 
ago  in  Cannes,  Mr  Wood  told  the 
members  and  guests  at  the  annual 
PAGB  dinner  last  week. 

"The  only  real  way  forward  in 
armonising  the  indications  and 
information  for  an  OTC  product 
was  to  produce  a  standardised 
SPC.  This  meant  taking  national 
icences,  based  on  differing 
individual  country  decisions  about 
indications,  dosage  and  warnings, 
and  creating  one  document  which 
can  be  accepted  by  all  national 
authorities,"  said  Mr  Wood.  He 
was  not  aware  of  any  other  area 
where  such  a  consensus  had  been 
reached  in  such  a  short  time. 

PAGB  will  soon  be  starting 
this  round  of  discussions  in  the  UK 
ind  Europe,  he  said. 

And  he  commented  on  the 
PAGB's  recent  lobbying 
successes  on  the  Europe 
Advertising  Directive  and  on 
labelling.  He  said  amendments 
made  now  meant  that  the 
consumer  would  continue  to  get 
the  right  information  at  the  right 
time  and  place  —  on  the  label  — 
but  in  clear  language ,  so  ensuring 
safe  and  effective  use  of  non- 
prescription medicines.  "When 
the  European  Commission  drafted 
the  Advertising  Directive  and 
included  a  requirement  for 
advertising  to  refer  consumers  to 
the  pack  instructions,  we  felt  they 
had  understood  the  compli- 
mentary roles  of  labelling  and 
advertising,"  said  Mr  Wood. 

•  At  the  annual  meeting 
preceding  the  PAGB  dinner,  John 
Ball  of  Warner  Lambert  was 
elected  president  to  succeed  Colin 
Wood.  Simon  Pulsford  of 
Smithkline  Beecham  was  elected 
vice-president,  joining  Gavin  Bell 
of  Whitehall  Laboratories.  Mr 
John  Wells,  who  was  forced  to 
retire  from  the  position  of  PAGB 
executive  director  last  year 
because  of  ill  health,  was  elected 
,an  honorary  vice-president. 


NAHAT  survey  identifies  improvements 


A  survey  of  200  NHS  authorities 
and  trusts  has  identified  areas  of 
improvement  in  health  care 
including  new  mobile  health 
teams,  the  re-opening  of  hospital 
wards,  and  increasing  uptake  of 
cervical  cytology,  immunisation 
and  vaccination  services. 

The  results  were  announced 
by  pharmacist  Bill  Darling, 
chairman  of  the  National 
Association  of  Health  Authorities 
and  Trusts,  at  the  Association's 
conference    on  Wednesday 


afternoon  as  C&D  went  to  press. 

Of  the  200  responses,  57 
referred  to  new  initiatives  for  the 
mentally  ill  and  52  to  services  for 
the  elderly.  Some  hospitals 
reported  improvements  in  staffing 
levels,  new  equipment  and  better 
accommodation  in  acute  services. 

For  GPs,  increases  in  minor 
surgery  have  lead  to  earlier 
treatment,  less  inconvenience  and 
fewer  hospital  referrals.  But 
increased  screening  has  resulted 
in  estimated  costs  over  £10 


million. 

Mr  Darling  highlighted  a 
number  of  factors  which  would 
help  the  NHS  achieve  its  potential: 

•  Ministers  allowing  authorities 
greater  scope  for  action 

•  District  health  authorities  and 
family  health  services  authorities 
working  to  bring  in  GP 
fundholders 

•  Closer  co-operation  with  local 
authorities  and  the  voluntary 
sector  in  preparing  for  community 
care. 


Stockport's  winning  exhibition 


Merseyway  Shopping  Centre  in 
Stockport  was  the  setting  for  a 
prize  winning  pharmacy  exhibition 
from  June  11-15. 

The  Stockport  and  District 
Branch  of  the  Royal 
Pharmaceutical  Society  entered 
their  plans  for  the  exhibition  into  a 
nationwide  sesquicentenary 
competition,  and  came  away  with 
first  prize. 

They  chose  to  demonstrate 
the  services  provided  by 
community  pharmacies,  and 
promised  displays  on: 

•  safe  and  correct  usage  of 
medicines 

•  treatment  of  minor  ailments 


•  over  the  counter  medicines 

•  health  promotion/preventative 
measures 

•  cholesterol  testing 

•  pharmacy  as  a  career 

•  history  of  pharmacy 

The  exhibition  was  officially 
opened  on  June  11  by  the  Mayor 
and  Mayoress  of  Stockport  and 
the  chairman  of  Stockport  Health 
Authority. 

Throughout  the  week  at  least 
three  pharmacists  were  on  duty  at 
all  times.  Over  50  pharmacists 
drawn  from  community,  hospital 
and  industry,  as  well  as  LPC  and 
NPA  officials  and  preregistration 
graduates,  were  directly  involved 


Stockport  Branch  chairman  Irene  Hopkinson  greets  the  Mayor  Tom 
Jackson.  Left  to  right:  Caroline  Hardwick,  Mrs  T.  Jackson,  Robert 
Hall  worth,  Fred  Richards,  chairman  of  Stockport  HA,  David  Knass, 
Nicola  Gregson,  Sally  Ousbey  and  Pat  Barnard 


The  rain  sometimes  stopped  long  enough  for  a  leaflet  display  outside 


in  the  project  in  some  way. 

Despite  the  poor  weather, 
which  prevented  them  from 
putting  some  of  the  displays 
outside,  they  managed  to  put 
some  leaflet  stands  under  a 
nearby  shop  awning  when  the 
wind  dropped. 

Robert  Hallworth,  public 
relations  officer  of  the  Stockport 
Branch,  says:  "The  weather  did 
not  dampen  the  enthusiasm  of 
ourselves  or  the  Stockport  public, 
who  turned  up  in  good  numbers  to 
view,  browse  and  'Ask  the 
pharmacist'." 

Plans  to  keep  a  log  of 
significant  queries  had  to  be 
abandoned  because  so  many 
people  turned  up.  They  asked 
about  minor  ailments,  prescription 
medicines,  health  promotion, 
cholesterol  screening,  blood  sugar 
testing,  inhaler  technique,  drug 
abuse,  smoking  cessation, 
prescription  costings  and  careers 
in  pharmacy. 

New  regulations  coming  into  effect  on 
July  1  aim  to  prevent  the  diversion 
of  substances  to  the  illicit 
manufacture  of  drugs.  Under 
Section  12  of  the  Criminal  Justice 
(International  Co-operation)  Act 
1990  (Commencement  No  1) 
Order  1991,  it  is  an  offence  to 
manufacture  or  supply  a 
scheduled  substance  to  another 
person,  knowing  or  suspecting  it 
will  be  used  in  the  unlawful 
production  of  a  CD.  Scheduled 
substances  are  (Table  1): 
ephedrine,  ergometrine, 
ergotamine,  lysergic  acid, 
l-phenyl-2-propanone,  pseudo- 
ephedrine  and  any  of  their  salts; 
and  (Table  II)  acetic  anhydride, 
acetone,  anthranilic  acid,  ethyl 
ether,  phenylacetic  acid, 
piperidine  and  any  of  their  salts. 
Measures  also  regulate  trade  with 
non-EC  countries  in  certain 
chemicals  essential  to  the 
manufacture  of  some  CDs.  The 
Controlled  Drugs  (Substances 
Useful  For  Manufacture) 
Regulations  1991,  (SI  1991  no 
1285)HMSO£l. 
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Pharmacist  in  'glass 
hippo  case'  struck  off 


A  South  London  pharmacist  who 
landed  himself  a  hefty  fine  over  a 
glass  hippo  and  a  handbag  has 
been  struck  off  the  Register. 

Ralph  Dwek,  of  Thurleigh 
Road,  Balham,  and  a  young 
divorcee  and  mother,  now  his 
fiancee,  went  to  Caleys,  a  branch 
of  John  Lewis  in  Windsor,  claiming 
that  two  weeks  before,  on  April 
29,  1990,  they  paid  for  a  handbag 
but  left  it,  together  with  the 
receipt,  in  the  store,  the  Statutory 
Committee  heard  last  week. 

Giving  his  name  as  Mr 
Benson,  and  his  address  as  the 
pharmacy  at  which  he  works  at 
251  Old  Kent  Road,  Southwark, 
he  said  he  telephoned  Caleys  and 
had  been  assured  that  the  bag  had 
been  found  and  he  could  pick  it  up. 
The  store  could  find  no  trace  of 
the  purchase  but  as  a  gesture  of 
goodwill,  the  assistant  allowed 
them  to  take  a  £49  handbag. 

The  two  made  similar  claims 
concerning  a  glass  hippo,  close  by 
at  the  Token  House,  without 
success.  Both  stores  were 
worried  and  informed  local  police. 
Mr  Dwek  said  he  used  the  name 
Benson  as  protection  against  his 
fiancee's  "violent"  ex-husband. 

At  Reading  Crown  Court  on 
May  23  last  year  Mr  Dwek 
admitted  obtaining  property  by 
deception  and  attempting  to  obtain 
property  by  deception,  for  which 


PAGB  wants 
procedures 
for  POM  to  P 

The  Proprietary  Association  of 
Great  Britain  says  it  would 
advocate  the  setting  up  of  a 
working  party  to  draw  up 
appropriate  procedures  to 
facilitate  future  "POM  to  P" 
moves,  in  a  new  report  "Self-care 
and  self-medication  through  the 
1990s". 

Recalling  the  words  of  Health 
Minister  Virginia  Bottomley  in 
November  1989,  that  "the 
Medicines  Commission  should 
actively  continue  to  pursue  this 
trend  of  removing  ingredients 
from  prescription  control",  the 
report  called  on  the  UK  to  begin 
work  on  developing  switch 
criteria. 

The  process  should  start  with 
discussions  between  the 
Medicines  Control  Agency,  the 
industry  and  medical  and 
pharmaceutical  professions. 


he  was  fined  £100  on  each  count 
and  ordered  to  pay  £250  costs.  He 
still  maintained  his  innocence, 
despite  this  guilty  plea.  He  said  he 
just  wanted  to  get  the  matter  over 
with.  "The  whole  situation  has 
been  a  nightmare , "  he  said . 

Statutory  Committee 
chairman  Gary  Flather  QC,  told 
him  the  Committee  had  a 
jurisdiction  based  on  the 
conviction.  "You  are  a  member  of 
a  proud  and  dignified  profession 
and  what  you  did  was  an  utterly 
despicable  deception,"  he  said. 

He  said  the  only  possible 
option  the  Committee  had  was  to 
remove  his  name  from  the 
Register,  although  he  reminded 
Mr  Dwek  that  he  has  the  right  of 
appeal  at  the  High  Court. 


Struck  off  after  asking  for 
'personal  services' 


A  40-year  old  pharmacist  who 
expressed  a  preference  for  young 
schoolgirls  who  could  perform 
specified  sexual  acts  has  been 
struck  off  the  Register. 

Satyandraprasad  Patel, 
married  with  two  children,  of 
Caerau,  Maesteg,  Bridgend,  Mid 
Glamorgan,  telephoned  convicted 
prostitute  Miss  Linda  Sell  who 
advertises  her  escort  agency  as 
"Amanda  Escorts"  in  the  local 
Press,  Detective  Sergeant  Arthur 
Cole  told  the  Statutory 
Committee  last  week. 

Mr  Patel  asked  Miss  Sell  for  a 
young  girl  for  "personal 
services",  said  Detective 
Sergeant  Cole.  Mr  Patel  was 
filmed  driving  to  an  arranged 
meeting  with  Miss  Sell  at  the 
nearby  Holiday  Inn.  Police  fitted 
Miss  Sell  with  a  concealed  tape, 


SPAPU  mail  questionnaire 


Pharmacists  in  the  Sussex  and 
South  Thames  Regions  are  being 
mailed  with  the  first  newsletter 
from  the  Sussex  Pharmacy 
Academic  Practice  Unit  (SPAPU), 
based  at  Brighton  Polytechnic. 

SPAPU  have  also  devised  a 
questionnaire  asking  pharmacists 
for  their  views  on  the  function  and 
purpose  of  the  Unit  and  their 
attitudes  to  practice  research. 

In  addition,  E  Merck 
Pharmaceuticals  are  offering  a 
£500  pharmacy  practice  research 


award,  open  to  all  pharmacists 
within  the  general  areas  of  South 
East  and  South  West  Thames 
Health  Regions  although 
applications  from  other  areas  of 
the  South  will  be  considered. 

The  closing  date  for 
applications  is  November  1. 
Further  details  can  be  obtained 
from  Dr  Chris  Clarke,  chairman 
SPAPU  (tel:  0273  455622)  or  Dr 
Jim  Golby,  regional  field  sales 
manager,'  E  Merck  (tel:  04242 
6780). 


Health  Minister  Virginia  Bottomley  was  a  visitor  at  the  Medicines 
Resource  Centre  last  week,  and  is  'pictured  next  to  its  director  Nick 
Hough.  Also  shown  are  MeReC  ding  information  pharmacists  Damian 
Cooper  (far  right)  and  Findlay  Hickey  and  secretary  Annette  Ireland. 
MeReC,  based  at  the  hedquarters  of  Mersey  Regional  Health  Authority 
in  Liverpool,  was  launched  last  year  to  provide  CPs  with  professional 
advice  and  information  on  drugs  and  prescribing  matters.  Mrs 
Bottomley  also  visited  another  nationally-funded  initiative  at  the 
headquarters  —  the  National  Medical  Advisers  Support  Centre  —  which 
provides  support  and  training  for  medical  advisers  to  family  health 
services  a  nth  orities 


which  recorded  Mr  Patel  saying 
he  was  excited  and  had  a 
' '  particular  preference  "  for  a  child 
of  11  years,  who  would  "know 
what  she  was  doing" . 

When  arrested,  Mr  Patel  said 
he  was  attempting  to  gain 
evidence  against  Miss  Sell,  who 
has  five  previous  convictions  for 
prostitution,  because  she  used 
young  girls.  Yet  Detective 
Sergeant  Cole  said  there  was  no 
evidence  to  support  this 
allegation. 

Mr  Patel  was  given  a  12  month 
prison  sentence  suspended  for 
two  years  and  fined  £1,500  with 
£400  costs,  at  Cardiff  Crown 
Court  on  September  25  last  year, 
when  he  admitted  inciting  the 
procuration  of  a  girl  under  the  age 
of  21,  to  have  unlawful  sexual 
intercourse. 

Mr  Loveluck  Edwards, 
defending,  said  his  client  was  not 
a  "lustful  obsessive".  "He  heard 
from  a  research  fellow  at  Swansea 
University,  herself  a  prostitute, 
that  Miss  Sell  had  young  girls. 

"He  phoned  because  he  was 
curious.  She  encouraged  him.  His 
curiosity  crystallised.  It  is  not 
known  what  he  would  have  done 
had  a  young  girl  been  produced, ' ' 
said  Mr  Edwards.  "This  was 
totally  out  of  character  and  he  is 
well-liked  in  his  community. ' ' 

'  'The  persistence  of  Mr  Patel 
and  his  desires  as  he  expressed 
them,  was  enough  to  alert  this 
seasoned  lady,"  said  Statutory 
Committee  chairman  Gary 
Flather  QC.  "We  reject  the 
suggestion  that  he  was  trying  to 
trap  Miss  Sell.  He  was  led  into  the 
situation  by  a  wish  to  pursue  his 
sexual  appetite.  This  profession 
thrives  on  public  confidence." 

Mr  Patel  has  a  right  to  appeal 
at  the  High  Court  within  three 
months. 

In  August  1 987 ,  Mr  Patel  was 
convicted  of  two  offences  of 
supplying  Prescription  Only 
Medicines  in  the  absence  of  a 
pharmacist,  for  which  he  was 
reprimanded  by  the  Society. 

"Are  you  dying  to  get  a  suntan"  is  the 

title  of  the  Pharmacy  Healthcare 
leaflet  for  July.  Copies  are  being 
mailed  to  pharmacists,  along  with 
a  booklet  with  answers  to  40 
frequently  raised  questions  about 
skin  cancer  and  the  effects  of  the 
sun  on  the  skin. 

Tooth  decay  is  becoming  a  disease  of 
the  poor,  says  Professor  Martin 
Curzon  of  the  University  of 
Leeds.  About  20  per  cent  of  the 
population  suffer  80  per  cent  of  the 
decay.  Additionally,  10  per  cent  do 
not  own  a  toothbrush  and  nearly 
40  per  cent  do  not  regularly  use  a 
toothbrush  or  toothpaste. 
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Cholesterol 
questioned 

Because  cholesterol  is  such  an 
inaccurate  measure  of  who  is  at 
risk  from  heart  disease,  98  out  of 
every  100  people  taking 
cholesterol  lowering  drags  would 
not  have  a  heart  attack  in  the  next 
10  years  anyway. 

This  claim  was  made  in 
BBC2's  Horizon  programme 
"Half-hearted  about  semi- 
skimmed"  (June  24)  which  looked 
at  Heartbeat  Wales,  a  programme 
to  prevent  heart  disease. 

Professor  Michael  Oliver, 
director  of  the  Wynn  Institute  of 
Metabolic  Research,  said  that  the 
issue  of  cholesterol  and  heart 
disease  was  complicated  because 
"the  majority  of  people  with 
raised  cholesterol  will  not  get 
heart  disease". 

In  addition,  the  need  to  initiate 
drag  treatment  in  people  with 
raised  cholesterol  was 
questioned.  Drug  company 
handouts  recommend  treatment 
for  cholesterol  levels  above  6.5 
mmol/litre  if  the  patient  is  in  one  of 
five  risk  categories  —  family  or 
personal  history  of  heart  disease, 
hypertension,  smoker,  male  or 
diabetic  —  said  the  programme. 

Scientists  estimate  that  a  third 
of  British  men  could  become 
eligible  for  drag  treatment  and  the 
world  market  for  these  drags  was 
estimated  to  be  worth  over  $3 
billion,  said  the  programme. 

Testing  patients  with  no  family 
history  of  high  cholesterol  was 
also  questioned,  with  drug 
companies  described  as 
"encouraging"  GPs  by  lending 
them  equipment.  In  the  last  five 
years  3.5  million  people  have  been 
sufficiently  worried  to  go  for  a 
cholesterol  test,  said  the 
programme. 

"For  anyone  over  the  age  of 
60,  male  or  female,  the  best  thing 
you  can  do  is  congratulate  them 
that  they've  reached  the  age  of  60 
and  tell  them  not  to  waste  their 
time  or  money  having  their 
cholesterol  measured  because  we 
have  no  evidence  whatsoever  that 
owering  even  high  cholesterol  in 
people  over  60  is  beneficial, ' '  said 
Professor  Oliver. 

He  went  on  to  explain  that 
cholesterol  levels  and  the 
development  of  heart  disease  in 
women  does  not  show  much 
jassociation,  in  contrast  to  that 
seen  in  men. 

Drjonathon  Tobert,  speaking 
for  Merck  Sharp  &  Dohme  said: 
am  confident  about  the  future  of 
our  drags.  Several  large  trials  are 
well  underway  and  by  the  middle 
of  this  decade ,  I  think  we  will  have 
the  answers.  We  intend  to  show 
that  you  can  lower  the  total 
number  of  people  dying  if  you  take 
one  of  these  drugs." 


■ 

In 


li 


Soluble 
paracetamol 


Paracetamol  is  by  far  the 
most  popular  analgesic  sold 
and  despite  the  potential  for 
overdose  demonstrates  the 
fewest    side  effects. 
Increasingly,  though,  I  have 
been  asked  for  a  cheaper 
soluble  generic  alternative 
to  Panadol.  I  have  spoken  to 
many  reps  but  all  I  receive  is 
sympathy  that  I  am  not 
alone    in    my  search. 
Meanwhile  the  demand  is 
building  up  and  many 
customers  now  genuinely 
cannot  believe  that  my  explanation  is  not 
an  excuse.  They  refuse  to  buy  Panadol 
and  state  their  intention  of  "trying 
somewhere  else ' ' .  Come  on ,  you  bastions 
of  the  pharmaceutical  industry,  surely  one 
of  you  can  produce  a  generic  soluble 
paracetamol! 

Profile  on  PR 

Philip  Paul,  a  past  director  of  public 
relations  at  the  Society  (C&D  last  week) 
was  obviously  not  impressed  by  attitudes 
towards  himself  and  his  ideas  by  Council 
members.  He  expresses  frustration  at  the 
lack  of  enthusiasm  for  a  high  profile  media 
PR  campaign,  quoting  the  National 
Pharmaceutical  Association's  success  as 
justification. 

I  have  every  sympathy  with  his 
obvious  frustrations,  but  all  PR  activity 
emanating  from  Lambeth  has  to  take 
account  of  one  body  representing  many 
factions.  I  have  always  been  ambivalent 
towards  self-interest  groups  within  the 
Society,  but  in  the  field  of  public  relations 
the  interests  of  such  groupings  are  best 
served  by  separate  autonomous  bodies 
like  the  NPA  which  has  the  facility  to 
promote  the  sectional  interests  of  its 
members. 

In  trying  to  be  all  things  to  all  men  the 
Royal  Pharmaceutical  Society  lays  itself 
open  to  factional  criticism  but  its  strength 
is  that  it  is  still  the  only  professional 


representative  body  for 
pharmacy.  By  attempting  to 
raise  its  PR  profile  perhaps 
the  Society  and  not  Mr  PJaul 
made  the  mistake.  As  he 
says:  "the  major  contri- 
bution to  the  professions's 
public  image  comes  from 
working  pharmacists  in  the 
field. ' '  Perhaps  that  is  as  it 
should  be. 

A  moral 
dilemma? 

The  breathalyser  has  now 
become  accepted  as  an  en- 
forcement tool  against 
drunken  drivers.  With  that  has  come  an 
awareness  that  self-monitoring  of  our 
liberal  blood  alcohol  limits  may  also  be  to 
the  imbiber's  advantage.  Recently,  amid 
some  controversy,  coin-in-the-slot 
breathalyser  machines,  working  on  similar 
principles  to  those  currently  used  by  the 
police,  have  been  installed  in  public 
houses,  enabling  the  potential  drink  driver 
to  stay  below  the  maximum  legal  limit.  At 
the  same  time  Chefaro  have  been 
conducting  a  survey  among  community 
pharmacists  to  determine  their  attitude  to 
the  marketing  of  a  disposable  quantitative 
test  for  blood  alcohol  levels  which  uses  a 
sample  of  saliva. 

At  £9.95  for  a  pack  of  three  and  with 
supportive  advertising  I  am  sure  a  market 
exists,  but  the  moral  question  is  whether 
we  should  support  such  a  product.  Alcohol 
is  a  drug  which  reduces  our  reaction  times 
and  manipulative  skills  while  enhancing  the 
perception  of  our  own  abilities.  The  only 
safe  level  for  drinkers  is  zero  and  for  that 
no  measuring  machines  are  required,  but 
while  the  law  allows  a  maximum  legal 
blood  alcohol  level,  measuring  devices  will 
be  marketed. 

I  am  firmly  of  the  opinion  that  we 
should  aim  to  influence  public  attitudes  so 
as  to  put  alcohol  in  the  same  unhealthy 
bracket  as  smoking.  Pharmacists  should 
not  be  seen  condoning  an  activity  which 
they  should  be  actively  campaigning  to 
abolish. 
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Astra's  Plendil  for  'greater 
blood  pressure  control' 


Astra  Pharmaceuticals  are 
launching  Plendil,  a  once-daily 
dihydropyridine  calcium 
antagonist  indicated  for  the 
treatment  of  all  grades  of 
hypertension. 

The  tablets  are  circular, 
biconvex,  film-coated,  extended 
release  tablets  containing 
felodipine,  and  coded  "A/FM" 
(5mg)  or  "A/FE"  (lOmg). 

A  UK  hospital  evaluation  has 
demonstrated  Plendil  to  be  more 
effective  than  nifedipine  retard 
twice  daily,  when  added  to  a  beta 
blocker,  say  Astra.  It  provided  a 
significantly  greater  and  more 
even  24  hour  blood  pressure 
control,  with  more  patients 
attaining   the   target  blood 


pressure. 

The  dose  should  be  adjusted  to 
the  individual  requirements  of  the 
patient.  The  recommended 
starting  dose  is  5mg,  and  the 
maintenance  dose  is  5-10mg  once 
daily.  Doses  higher  than  20mg 
daily  are  not  usually  needed,  say 
Astra. 

Contra-indications,  warnings 
and  side  effects  are  as  for  other 
calcium  antagonists  (see  Data 
Sheet). 

Plendil  is  available  in  calendar 
packs  of  28  tablets  (5mg  £8.12, 
10mg£10.92,  both  prices  trade). 
The  product  licence  numbers  are 
0017/0301  (5mg)  and  /0302 
(lOmg).  Astra  Pharmaceuticals 
Ltd.  Tel:  0923266191. 


MEDICAL  MATTERS 


Smoking  may  prevent 
Alzheimer's  disease 


The  more  cigarettes  you  smoke 
the  less  likely  you  are  to  develop 
Alzheimer's  disease,  according  to 
a  paper  in  the  British  Medical 
Journal  (vol  337). 

Dutch  researchers  decided  to 
find  out  whether  nicotine  has  a 
protective  role  in  the  disease 
because  studies  have  shown  that 
nicotine  may  improve  information 
processing  and  attention  in 
Alzheimer's  patients. 

They  studied  smoking  habits 
before  the  onset  of  dementia  in 
patients  with  Alzheimer's  and  in 
controls,  and  found  that  smoking 
was  significantly  less  common  in 
those  with  dementia.  The  risk  of 
Alzheimer's  was  also  found  to 
decrease  as  the  number  of 
cigarettes  increased. 

Additionally,  in  patients  who 
had  a  family  history  of  Alzheimer's 
disease  the  onset  was  later  if  they 
smoked  than  if  they  did  not. 

But  the  researchers  urged 
caution  in  interpreting  these 
result,  saying:  "...  it  has  no 
relevance  for  prevention  of 
Alzheimer's  disease  because  of 
the  adverse  health  effects  of 
smoking. 

The  results  might,  however, 


lead  to  speculations  about  why 
familial  Alzheimer's  disease  may 
be  inversely  related  to  smoking.  A 
similar  association  between 
smoking  and  Parkinson's  disease, 
which  has  been  suggested  to  have 
a  common  aetiology  to 
Alzheimer's  disease,  has  been 
shown.  These  results  "may 
further  suggest  a  joint  aetiology  of 
these  disorders,"  the  paper 
concludes. 

•  A  new  monoamine  oxidase 
inhibitor  moclobemide  is  showing 
promise  in  the  treatment  of 
depression  associated  with 
Alzheimer's  disease.  The  drug  is 
also  said  to  improve  agitation  and 
cognitive  symptoms. 


MintyTilade  fortheUK 


Tilade  is  being  replaced  with  mint- 
flavoured  Tilade  Mint,  a  move 
which  Fisons  believe  will  lead  to 
more  doctors  prescribing  it. 

A  small  proportion  of  patients 
—  so-called  Tilade  "tasters"  - 
experience  a  bitter  taste  on 
inhaling  unflavoured  Tilade,  the 
company  says.  Some  doctors  may 
not  be  prescribing  Tilade  because 
of  this;  the  new  product  should 
remove  this  problem. 

Tilade  Mint  is  now  the 
standard  version  in  several 
countries  and  patient  acceptance 
is  high,  say  Fisons.  In  a  UK  study, 
nine  out  of  ten  asthmatics  said 
they  preferred  it.  Fisons  hope  this 
will  improve  patients'  acceptance 
of  preventive  therapy. 

The  price  of  Tilade  Mint  is  the 
same  as  for  the  unflavoured 
version,  but  the  pack  size  has 


Reaction  to 
Caladryl? 

An  American  newsletter  is 
warning  doctors  that  Caladryl  may 
cause  behavioural  disturbances  in 
children  (GP  June  21). 

This  follows  three  reports  of 
bizarre  behaviour  with  visual  and 
auditory  hallucinations,  following 
topical  applications  of  large 
amounts  of  diphenhydramine. 
They  feared  that  less  severe 
forms  of  diphenhydramine  toxicity 
may  occur  more  commonly. 

Warner-Lambert's  response 
was  that  they  were  unaware  of 
reports  in  the  UK  of  these  effects. 
The  major  UK  indication  is  for 
sunburn,  and  pack  information 
warns  patients  not  to  apply  the 
lotion  to  raw  skin. 


Aspirin  in  pregnancy 


Low-dose  aspirin  given  early  in 
pregnancy  is  effective  in 
preventing  foetal  growth 
retardation,  says  an  article  in  The 
Lancet  (vol  337). 

"Small  for  dates"  babies  are 
usually  born  to  women  with  pre- 
eclampsia. However  the  authors 
stress  that  the  150mg  of  aspirin  a 


day  should  be  considered  only  in 
women  considered  to  be  at  high 
risk.  The  use  of  aspirin  in 
pregnancy  has  been  discouraged 
because  of  a  possible  risk  of 
abnormal  bleeding,  and  doubts 
about  congenital  effects  in  babies. 
On-going  large  scale  clinical  trials 
are  expected  to  prove  its  safety. 


been  adjusted  to  contain  two 
metered  dose  pressurised 
aerosols,  delivering  56  actuations 
each.  Fisons  pic  Pharmaceutical 
Division.  Tel:  0509  611001. 


Dermacare 
on  FP10 

Vaseline  Dermacare  has  been 
approved  by  the  ACBS  for 
prescription  on  FP10. 

It  is  prescribable  for  patients 
with  endogenous  and  exogenous 
eczema,  xeroderma,  icthyosis  and 
senile  pruritis  associated  with  dry 
skin.  Elida  Gibbs  Ltd.  Tel: 
071-4861200. 


Monmouth 
brands 

Monmouth  Pharmaceuticals  (see 
Business  News)  are  launching 
Betadur  CR  (controlled  release 
propranolol  160mg  capsules,  28 
£5.50)  and  Isomide  CR  (controlled 
release  disopyramide  250mg 
capsules,  56  £12.99)  plus  Isomide 
100  (lOOmg  capsules,  84  £6.01 ,  all 
prices  trade). 

An  introductory  discount  of  20 
per  cent  is  available  on  five  or 
more  packs  of  either  brand.  They 
are  also  available  on  Link  and 
Prosper.  Monmouth 
Pharmaceuticals  Ltd.  Tel:  0483 
65299. 


BRIEFS 


lagap  are  introducing  Baclofen 
lOmg  tablets  (100  £11.10  trade). 
Lagap  Pharmaceuticals  Ltd.  Tel: 
0420  4  78301. 

Evans  are  launching  mianserin 
tablets  lOmg  (100  £6.75),  20mg 
(100  £13.65)  and  30mg  (100 
£20.19,  all  prices  trade).  Evans 
Medical  Ltd.  Tel:  0582  608308. 
Scientific  Hospital  Supplies  are 
marketing  the  repackaged  Ju vela 
gluten-free  and  low-protein 
products.  Scientific  Hospital 
Supplies  Ltd.  Tel:  051-228 1992. 
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NEW-'Cap 


BLACKCURRANT 
JUICE  DRINK 

Rich  in  Vitamin  C 


NO  BABY  JUICE 
HAS  LOWER  SUGAR 

No  added  presen/ariyes 
No  artificial  colour,  f'avour  or  sweetener 


Born 


Ribena 


ORANGE 
FRUIT  DRINK 

Rich  in  Vitamin  C 


NO  BABY  JUICE 
HAS  LOWER  SUGAR 

No  added  preservatives 
No  artificial  colour,  flavour  or  sweetener 


Winners 


MnnPriPcg£i 


Rtbena 


APPLE  JUICE 
DRINK 

Rich  in  Vitamin  C 


Baby  Ribena  was  born  to  greatness  - 
just  look  at  its  parent  brand,  Ribena! 

This  year  we  are  running  a 
heavyweight  consumer  press 
campaign  exclusively  for  Baby 
Ribena,  as  part  of  a  £7m  spend 
across  the  Ribena  brand. 

With  their  re-launch,  Baby  Ribena 
juice  drinks  now  have  a  new 
eye-catching  pack  design  and  a 
unique  non-drip  cap  meaning  no 
mess  and  no  waste  for  your 
customers.  Of  course  Baby  Ribena 
remains  high  in  Vitamin  C  and 
low  in  sugar. 

So  now  everyone  can  be  a  winner 
with  Baby  Ribena. 


NO  BABY  JUICE 
HAS  LOWER  SUGAR 

No  added  preservatives 
No  artificial  colour,  flavour  or  sweetener 


Seabond  with 
added  breath 
freshener 

Combe  International  have 
incorporated  a  breath  freshener 
into  their  denture  fixative 
Seabond. 

The  move  is  designed  to 
overcome  problems  of  "denture 
breath  " ,  says  the  company  and  in 
consumer  tests  the  product  was 
well  accepted. 

The  new  Seabond  will  be 
available  from  July  and  the  packs 
feature  a  colour  coded  flash  in  the 
top  right  hand  corner.  Advertising 
is  planned  for  the  national  Press, 
women's  magazines  and  specialist 
Press  throughout  the  year  with 
selected  advertisements  offering 
trial  samples.  Combe 
International  Ltd.  Tel:  081-680 
2711. 


Go-Between 
relaunched 

Go-Bet  ween,  a  stretchable  dental 
tape,  is  being  relaunched  into  the 
UK. 

The  product  (£1 .45)  is  a  highly 
elastomeric  material,  coated  with 
micronised  peppermint  and  cut 
into  4in  strips.  When  a  strip  is  fully 
stretched  and  pulled  firmly  against 
the  teeth,  minute  protuberances 
appear  on  the  surface  of  the 
material  and  rub  off  deposits  of 
food  or  soft  plaque,  says  the 
company. 

Go-Between  was  originally 
launched  in  the  UK  in  1981  but, 
says  the  company,  proved  too 
innovative  for  the  market  at  that 
time  and  was  withdrawn  through 
lack  of  demand.  However,  the 
combination  of  written  requests 
for  the  product  and  consumer's 
greater  awareness  of  oral  hygiene 
has  prompted  its  relaunch,  sav 
Dental  Products  Ltd.  Tel:  081-209 
1103. 

Natural  sponges:  the  telephone 
number  for  Natural  Sponges  Ltd  is 
0536  402474 ,  and  not  as  stated  in 
C&D  June  8. 


Diocalm  goes  Ultra 
with  loperamide 


Diocalm  Ultra  is  the  latest  addition 
to  the  Smithkline  Beecham  family 
of  anti-diarrhoeals.  The  Pharmacy 
only  capsules,  each  containing 
2mg  of  loperamide,  are  for 
children  over  12  and  adults. 

Loperamide  came  off-patent  at 
the  end  of  May.  SB  Healthcare's 
general  manager  Simon  Pulsford 
says  the  company  has  been 
moving  fast  to  deliver  the 
treatment  of  choice  —  loperamide 
—  from  within  the  consumers' 
number  one  brand.  This  is  part  of 
SB's  strategy  to  "introduce 
quality  healthcare  products  in  the 
P  category". 

With  Ultra  the  Diocalm  range 
now  spans  all  age  groups  - 
Diocalm  Junior  oral  rehydration 
therapy  is  for  children  from  birth 
to  six,  and  Diocalm  is  for  children 
over  six  and  adults. 


Dosage  of  Diocalm  Ultra  for 
children  over  12  and  adults  is  two 
capsules  initially,  followed  by  one 
capsule  after  every  further 
episode  of  diarrhoea  up  to  a 
maximum  of  eight  in  24  hours. 
Packs  are  6s  (£2.24)  and  12s 
(£3.38). 

The  launch  has  £1  million 
support  including  £800,000  of 
national  television  advertising. 
The  20-second  commercial  has  an 
"hourglass"  theme  underlining 
the  fast  action  of  loperamide  and 
has  the  "Ask  your  pharmacist" 
reminder.  It  will  run  nationally  for 
four  weeks  from  the  end  of  July. 

SB  will  be  doing  a  mail  out  to  all 
pharmacists  of  an  information 
leaflet  and  two  sample  packs.  POS 
and  counter  display  units  will  also 
be  available.  Smithkline  Beecham 
Healthcare.  Tel:  081-560  5151. 


Sugar-free  Dentyne 


Dentyne  chewing  gum  is  entering 
the  sugar-free  arena  with  the 
launch  of  Original  Dentyne  in  a 
sugar-free  variant  (£0.18). 

To  coincide  with  the 
introduction  of  the  new  variant  the 
entire  Dentyne  range  —  Original, 


Peppermint  and  Spearmint  —  will 
be  relaunched  in  up-to-date, 
flavour  sealed  packaging. 

A  free  display  stand  is  available 
to  accommodate  the  sugar-free 
variant.  Warner  Lambert 
Confectionery.  Tel:  061-7665471. 


Elastoplast 

targets 
independents 

Smith  &  Nephew  are  promoting 
their  hypo-allergenic  plasters  with 
a  special  offer  for  independent 
pharmacies. 

During  the  next  week  they  are 
sending  out  a  presentation  box 
containing  two  free  packs  of 
Elastoplast  hypo-allergenic 
plasters  (rsp  £1.32)  with  a  fact 
sheet  and  window  sticker.  And 
with  the  next  order  of  the  product 
pharmacists  will  receive  £3  worth 
of  Marks  &  Spencer  vouchers. 
Smith  &  Nephew  Consumer 
Products.  Tel:  021  3274750. 

New  start 
for  Bodyplan 

Reckitt  &  Colman  have  re- 
designed Bodyplan  starter  pack. 

The  company  says  "bolder, 
brighter  graphics"  make  packs 
more  eye-catching,  while 
prominent  positioning  of  an  on- 
pack  "stamp"  highlights  the  fact 
that  the  sachets  are  high  in  fibre 
and  only  100  calories  each. 

The  contents  are  changed, 
too,  and  include  the  most  popular 
flavours  —  raspberry,  and  banana 
and  pineapple  —  and  the  recently 
launched  chocolate  crunch.  The 
pack  also  contains  the  Bodyplan 
shaker  and  an  advice  booklet 
called  "A  guide  to  successful 
slimming' ' . 

A  national  advertising 
campaign  in  the  slimming  Press 
and  selected  women's  media, 
depicting  the  full  Bodyplan  range, 
will  support  the  relaunch.  Reckitt 
&  Colman  Products.  Tel:  0482 
26151. 

Allergan  are  supplying  outers  of  six 
Oxysept  Handy  Packs  in  a  vacuum 
packed  merchandising  tray.  The 
pack  (£6.99)  contains  sufficient 
Oxysept  for  five  days  and  is 
designed  for  business  trips  and 
emergencies.  Distributors 
Intercare  Products  Ltd.  Tel:  0734 
790345. 
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As    brand    leader    in    herbal    baby  drinks, 
Milupa    stands    head    and    shoulders  above 
the  competition. 

Now,  there's  even  more  reason  to  look 
up  to  Milupa.  To  complement  our  range  of 
herbal  drinks  for  the 
younger  baby,  we 
have  just  introduced 
new  herbal  8c  fruit 
varieties  for  the  older 
baby.  Which  means  that  Milupa  now  appeals 
to  taste  buds  of  all  ages. 

And  with  attractive  new  packaging, 
mums  wont  have  to 
look  too  hard  to 
find  us  on  your 
shelves.  Assuming,  of 
course,  that  our 
consumer  advertising  campaign  hasn't  already 
emptied  them. 

So,  be  prepared  and  order  extra  stocks  of 
Milupa  Herbal  Baby  Drinks  now.  In  full  measure. 

milupa 

HERBAL  BABY  •  DRINKS 

Naturally  refreshing  drinks  for  your  baby. 

See  your  representative  or  ring  our  Sales  Department 
on  081-573  99(56.  Milupa  Ltd,  Milupa  House,  I'xbridge  Road, 
Hillingdon,  Uxbridge,  Middlesex  UB10  ONE. 


mm 


PRIME 
TIME 
TO  STOCK 
MORE. 


For  the  first  time  ever,  we'll  be  on  T.V.  this  Summer 
with  a  brand  new  commercial  reminding  your  customers 
of  the  necessity  of  taking  plenty  of  Alka-Seltzer  away  with 
them  on  holiday. 

At  the  same  time,  we'll  be  reinforcing  the  message 
throughout  the  season  with  P.R.  activity  in  the  national 
and  regional  press. 

So  take  a  trip  to  your  regular  Alka-Seltzer  supplier 
and  benefit  from  the  best  thing  on 
the  box  this  Summer. 


BAYER  UK  LIMITED,  CONSUMER  PRODUCTS  DIVISION,  BAYER  HOUSE, 
STRAWBERRY  HILL,  NEWBURY,  BERKS  RGB  IJA. 


mil 


RPOINTS 


3 


Feminine  pain  relief 
range  from  Nicholas 


A  range  of  OTC  pain  relief 
products  for  women,  with 
Feminax  and  new  Femigraine  as 
the  first  two  products,  is  being 
developed  by  Nicholas 
Laboratories. 

About  84  per  cent  of  period 
pain  sufferers  and  90  per  cent  of 
female  migraine  sufferers  take  an 
OTC  product  to  relieve 
symptoms:  these  figures  indicate 
an  extensive  market  opportunity 
for  a  range  of  feminine-specific 
products  to  combat  these 
problems,  say  Nicholas. 

Femigraine  tablets  (16  £1 .75) 
are  the  only  specific  soluble 
migraine  reliever  available  over 
the  counter,  say  Nicholas.  Each 
contains  500mg  aspirin  and  25mg 
cyclizine  —  an  analgesic  and  anti- 
emetic combination  —  to  relieve 
pain  and  nausea. 

The  dosage  for  adults  and 
children  over  12  years  is  two 


tablets  at  the  first  sign  of  a 
migraine  attack,  then  two  every 
four  hours  if  necessary,  to  a 
maximum  of  eight  in  24  hours. 
The  tablets  dissolve  in  water  to 
form  a  clear,  lemon  flavoured 
lightly  effervescent  drink. 

Feminax,  Nicholas'  estab- 
lished period  pain  reliever  brand, 
is  being  relaunched  in  new 
packaging  to  complement 
Femigraine  (which  is  flashed 
"from  Feminax"). 

POS  material  and  consumer 
information  leaflets  will  support 
the  launch.  Advertising  and 
promotional  activity,  including  a 
Press  campaign  for  Feminax  and 
one  for  Femigraine,  are  also 
planned.  Two  consumer  booklets, 
"Bodyworks"  and  "Managing 
migraine",  will  be  available. 
Nicholas  Laboratories  Ltd 
Healthcare  Division.  Tel:  0753 
23971. 


Radox  revitalise  August 


Nicholas  are  launching  a  £3  million 
umbrella  promotional  campaign 
for  Radox  brands  during  August. 
The  "Radox  National 
Revitalisation  Month"  campaign 
(RNRM)  aims  to  emphasise  how 
Radox  helps  relieve  everyday 
stress. 

It  will  include  '  'revitalisation" 
of  Radox  Herbal  Bath  with  its 
relaunch,  designed  to  bring  the 
product  gently  into  the  '90s 
without  alienating  its  traditional 
consumers,  say  Nicholas.  Four 
new  fragrances  have  been 
created,  colour  tones  of  the  liquids 
have  been  softened  to  reinforce 
the  product's  natural  image,  and 
new  packaging  has  been 
introduced. 

The  campaign  will  also  include 
a  nationwide  "revitalisation 
roadshow"  along  the  theme  of 


stress  management,  run  by 
Michael  van  Straten,  counsellor  in 
alternative  medicine.  There  will 
also  be  a  ten-location  British  Rail 
sampling  exercise. 

Promotional  activity  includes  a 
£1.75m  national  television 
advertising  campaign  for  Radox 
Showerfresh,  various  editorials 
and  competitions  in  the  consumer 
Press,  and  promotional  on- 
pack  offers  for  Schwartz  herbs, 
a  cookery  book  and  a  spice 
rack. 

Point  of  sale  material  for  the 
campaign  includes  branded 
RNRM  shelf  strips,  wobblers  and 
display  cards.  From  July  there  will 
be  an  information  hotline  for 
consumers  to  obtain  information 
on  RNRM  activities.  Nicholas 
Laboratories  Ltd.  Tel:  0753 
23971. 
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SUPERBLY 

The  TV  ad  that  helped  Search 

DESIGNED. 

achieve  record  awareness,  is 

EXHAUSTIVELY 

running   again   this   July  and 

RESEARCHED. 

August.  With  our  highest  ever 

H    I    G    H    L  Y 

national  spend,  allied  to  wide- 

E  F  F  EC  T  I  V  E 

spread  recommendation  of  Search 

AND     T  H  A  T'  S 

from  dentists  and  hygienists,  it's 

4  U  ST  THE 

bound  to  result  in  even  greater 

TV  ADVERTISING. 

success*. So  make  sure  you're 
well   supplied   in  readiness. 
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SEARCH 


FROM  SENSODYNE 


YOU      WON'T  FIND 


K    SEARCH  2  •:•    SEARCH  3 

Kg     TEDDY  Sj  CHILD 


BETTER  BRUSH 


SEARCH  3.5 

SMALL  HEAD 


ijji    SEARCH  4 

COMPACT  HEAD 
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SEARCH  5 

MEDIUM  HEAD 


SEARCH  Angled 

ANGLED  HEAD 


SEARCH  Sensitive 

COMPACT  HEAD 


XT 
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imotei  gets 
facial  scrub 

A  facial  scrub,  aimed  at  the 
younger  consumer,  is  being  added 
to  the  Timotei  skincare  range. 

The  facial  scrub  (50ml £2.24), 
which  comes  in  a  tube,  includes 
ground  corn  cob  granules  and 
almond  meal,  and  combines 
exfoliation  with  cleansing,  say 
Elida  Gibbs.  Recommended  usage 
is  once  or  twice  a  week. 

The  launch  coincides  with  a 
national  promotion  across  the 
skincare  range .  An  on-pack  collar 
will  invite  consumers  to  send  off 
for  a  coupon  which  can  be 
exchanged  for  the  new  facial 
scrub.  A  display  tray  is  available. 
Elida  Gibbs.  Tel:  071-4861200. 


On  film 

Crookes  have  produced  an 
educational  video  for  pharmacists 
and  assistants  on  Farley's  Junior 
Milk.  The  eight  minute  film  also 
gives  general  information  on 
follow-on  milks.  It  is  available  free 
of  charge  on  two  week  loan.  Write 
to:  Em  lev 's  Junior  \  'ideo,  PO  Box 
12.  Nottingham  NG7  2GB.  Tel: 
0602  420879. 


SB's  £2m  campaign  to 
'Oxycute  'em' 


Smithkline  Beecham's  Oxy  range 
is  getting  £2  million  of  advertising 
support  with  the  new  copy  line  of 
"Oxycute  'em". 

The  campaign  starts  on 
television  with  a  30-second 
commercial  featuring  the  new 
product  message,  first  used  in  the 
States,  that  the  company  says 
"complements  the  product's 
stylish  colourful  packaging  and 
emphasises  the  strength  and 
efficacy  of  the  brand. ' '  It  features 


two  girls  setting  off  for  a  night  out. 
One  has  the  perennial  teenage 
spot  problem  which  is  solved  by 
Oxy  for  future  appearances  on  the 
dance  floor.  The  sign  off  line  is 
"Clinically  tested.  Ask  your 
pharmacist." 

The  TV  campaign  runs  in  all 
regions,  except  HTV  and  Central, 
throughout  July  and  is  followed  up 
with  a  ten-week  radio  campaign 
beginning  in  mid-August.  A 
complementary  Press  advertising 


campaign  will  run  concurrently 
from  July  until  the  year  end, 
SB  say.  In  addition,  a  poster 
campaign  will  be  trialled  in  one 
region. 

The  company  is  also  launching 
an  ' '  Oxy  advice  line ' '  where  spot 
sufferers  can  get  a  three-minute 
message  on  the  causes, 
prevention,  and  treatment  of 
spots  and  acne  (tel:  0898  200500). 
Smithkline  Beecham  Healthcare. 
Tel:  081-5605151. 


Unichem  POS 

Unichem  are  introducing  new 
point  of  sale  material,  which  will  be 
distributed  free  to  pharmacists 
every  month  with  their  offers 
book. 

The  material  comprises 
cardboard  shelf  strips  displaying 
brand  logos  which  can  be  inserted 
into  the  plastic  shelf  strips 
currently  being  distributed  to 
pharmacists. 

Unichem  plan  to  extend  the 
service  to  include  their  top  300 
product  lines.  Unichem.  Tel: 
081-391  2323. 

Bristows  hairspray  features  an  £0.89 
price  marked  on  all  four  variants  of 
its  200ml  pack  until  the  end  of 
August.  Smithkline  Beecham 
Personal  Care.  Tel:  081-560 
5151. 


Lanacane  is  the  brand  leader  in 
the  anti-puritic  market  and  sells  70% 
faster  than  its  closest  competitor* 

So  for  fast  relief  from  itching 
and  even  speedier  sales  stock 
Lanacane,  the  No.  1. 

*Source:  A.  C.  Nielsen 


Combe 


international  ltd.       17  Lansdowne  Road,  Croydon,  Surrey  CR9  2AU.  Tel:  081-680-2711.  Telex:  946444.  Fax:  081-680-9133 
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Tropical 
skincare 
secrets 

Carmaseri  is  a  new  skincare  range 
using  only  ingredients  derived 
from  natural  extracts  found  in  the 
rainforests. 

The  range  consists  of  six 
products  and  there  are  plans  for 
more.  All  except  body  lotion  are 
available  for  normal  to  dry  skins  or 
normal  to  oily  skins. 

The  skin  cleanser  (£7.25) 
contains  palm  oil  and  papain;  skin 
tonic  (£7.45)  contains  papain,  aloe 
vera  and  witch  hazel;  night  cream 
(£7.95)  includes  jojoba  oil,  shea 
butter  and  papain;  moisturising 
cream  is  an  easily  absorbed,  light 
formulation  containing  shea 
butter;  untinted  foundation 
(£7.45)  is  a  translucent  gel 
formulation;  and  body  lotion 
(£8.75)  is  suitable  for  all  skin  types 
and  doubles  as  a  hand  cream. 

All  packaging  is  recycled  and 
products  come  in  glass  containers. 

Distributors  Health  World  say 
the  range  is  being  targeted  at 
pharmacies  and  department 
stores.  Advertising  will  break  in 
Good  Housekeeping,  Woman 's 
Journal  and  Homes  &  Gardens  in 
September.  Point  of  sale  material 
is  available. 

The  company  made  its  debut 
appearance  at  Beauty 
International  this  week  and 
managing  director  Gwen  Brandon 
reported  an  "extremely 
encouraging"  reception. 
Distributors  Health  World.  Tel: 
081-944  0040. 


Lichfield's 
fragrance 

An  "English  fragrance  for 
gentlemen"  has  been  launched. 
Named  after  Lord  Lichfield,  top 
notes  are  fresh  and  fruity,  the 
middle  notes  contain  cedar, 
sandalwood  and  tobacco  and  the 
base  notes  a  blend  of  amber, 
leather  and  mossy  aromas. 

Packaging  features  frosted 
glass  bottles  with  the  Lichfield 
name  and  gold  family  crest. 

The  Lichfield  range  comprises 
aftershave  (l(H)ml  £28;  50ml 
£19.50),  aftershave  balm  (100ml 
£22.50),  eau  de  toilette  spray 
(100ml £34. 50),  deodorant  spray 
(200ml  aerosol  can  £14.95)  and 
soap  (150g  £11.95). 

Products  will  be  available  to 
pharmacy  outlets  from 
September.  Product  line 
extensions  are  planned  for  1992. 
Lichfield  Fragrances  Ltd.  Tel: 
0753855777. 


Unforgettable  experience 


Revlon's  latest  female  fragrance  is 
Unforgettable,  and  they  claim  it 
will  be  their  signature  fragrance 
for  the  '90s. 


romantic, 


1 


floriental  perfume  said  to  embody 
glamour  and  fantasy.  Top  notes 
contain  freesia,  muguet,  orange 
flower  and  jasmine.  Middle  notes 
comprise  sandalwood  and  orris 
and  base  notes  include  amber. 

The  bottle  is  diamond  faceted 
faux  cut-crystal  with  gold  trim  and 
red,  black  and  gold  cap.  Il  is 
available  as  eau  de  toilette  only,  in 
three  sizes  —  25mJ  (£15.95),  50ml 
(£21)  and  85ml  (£29.95). 

Bath  and  body  products  are 
also  available.  Golden  Pearl 
foaming  body  cleanser  (236ml 
£14.95)  is  a  creme  gel  cleanser 
which  can  be  used  in  bath  or 
shower.  Golden  Pearl  body 
moisturiser  (236ml  £14.95)  is  a 
light,  easily  absorbed  cream  with 
a  slight  pearly  shimmer.  Support 
will  include  advertising  in 
women's  Press  and  a  radio 
campaign  featuring  Nat  King 
Cole's  "Unforgettable".  Kevlon 
International.  Tel:  071-629  7400. 


Versace  launch  Versus 


Versus  is  the  latest  male  fragrance 
from  Gianni  Versace,  aimed  at  the 
"non-conformist,  young,  wild  at 
heart",  says  the  company. 

The  fragrance  evokes  the 
aroma  of  wood  and  pipe  tobacco, 
with  citrus  and  amber  notes,  say 
Versace.  The  ingredients  include 
patchouli,  vanilla,  pine,  vetiver, 
sandalwood  and  tobacco  and  citrus 


essences. 

The  packaging  features  a 
photograph  of  Bruce  Weber  and 
the  bottle  is  simple  but  striking.  It 
comes  as  eau  de  toilette  spray 
(50ml  £19;  100ml  £28),  eau  de 
toilette  (100ml  £26),  aftershave 
(50ml  £15;  100ml  £22.50). 
Charles  of  the  Ritz.  Tel:  071-629 
7400. 


Eye  treats 

Revlon  are  adding  anti-fatigue  eye 
cream  (15ml,  £14.25)  to  their 
Ecologie  range. 

It  is  an  instant-action, 
translucent  cream  gel  designed  to 
hydrate  and  protect  the  eye  area. 

Suitable  for  all  skin  types,  anti- 
fatigue  eye  cream  is 
opthalmologist-tested,  hypo- 
allergenic  and  fragrance-free.  It 
has  not  been  tested  on  animals, 
say  Revlon. 

The  cream  should  be  gently 
applied  to  the  eye  area  twice  daily. 
Revlon  International.  Tel: 
071-629  7400. 


il  offer 


Cutex  are  offering  consumers  a 
free  Strong  Nail  colourless 
varnish,  worth  £2.49,  when  they 
buy  three  products  from  the  nail 
polish,  Lasting  Colouring  lipstick 
or  Manicurist  ranges.  The  offer 
inns  from  July  while  stocks  last. 
Rimmel.  Tel:  071-637 1621. 

Morphy  Richards  have  set  up  a 
Freephone  customer  care  line. 
From  August  both  staff  and 
consumers  will  be  able  to  phone 
0800  424848  to  receive  free 
advice  on  all  products.  Morphy 
Richards  Ltd.  Tel:  0709  582402. 


Game,  set 


With  Wimbledon  upon  us  once 
again,  Rimmel  have  introduced 
Mixed  Doubles  matching  lip  and 
nail  colours  for  £1.50. 

There  are  eight  shades 
available,  including  four  new  ones. 
The  offer  runs  from  the  beginning 
of  July  while  stocks  last.  Rimmel 
International.  Tel:  071-637 1621. 


Stayfast 


longer 


Yardley  have  introduced  an 
improved  formulation  for  their 
Stayfast  lipstick,  said  to  last  even 
longer. 

The  new  Stayfast  lipstick  is 
creamy  and  moisturising,  say 
Yardley.  The  lipstick  has  also  been 
repackaged  in  a  navy  blue  and 
silver  case  and  comes  in  12  shades 
(£2.85).  Yardlev.  Tel:  0276 
686979. 


Pharmacists  can  send  off  for  copies 
of '  'Oiling  the  heart ' ',  a  consumer 
leaflet  on  the  health  benefits  offish 
oils,  produced  for  Fish  for  Life  week 
(June  24-30).  Sponsored  by  Seven 
Seas  Health  Care,  the  week  set  out 
to  increase  public  awareness  of  the 
benefits  to  the  heart  of  eating  fish 
and  taking  fish  oil  supplements,  in 
response  to  the  Government's 
Green  Paper  on  the  health  of  the 
nation,  says  marketing  director 
Tom  Hardman.  Another  leaflet, 
'  'Fish  for  li  fe ' '  with  fish  recipes  by 
Keith  Floyd,  is  also  available. 
Write  to:  Oiling  the  Heart  leaflet 
offer,  Northern  Mailing,  45 
Princes  Avenue,  Hull  HU5  4RW. 

Guerlain's  Vetiver  aftershave  lotion 
is  now  available  in  a  200ml  flacon. 
New  to  the  range  is  a  soothing 
aftershave  balm.  Habit  Rouge 
fragrance  also  comes  in  a  200ml 
size  and  an  aftershave  balm  has 
been  added.  Guerlain  Ltd.  Tel: 
081-9981646. 
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m  look  Flex 
is  improved 

Revlon  are  relaunching  Flex 
haircare  products  in  new 
packaging  and  with  improved 
formulations. 

The  cylindrical  bottles  have 
been  replaced  by  a  more 
contemporary  looking  shape  with 
a  flip-top  lid  in  recyclable  plastic. 
The  Revlon  name  has  been 
emphasised  with  a  gold  block  logo. 

The  Flex  shampoos  now 
contain  silk  protein  and  the 
conditioners  now  have  panthenol 
B5.  The  fragrance  remain 
unchanged  as  well  as  the  colours. 

To  support  the  relaunch  60ml 
trial  bottles  are  available.  A  new 
television  campaign  will  break 
nationwide  in  August,  forming 
part  of  a  £2  million  support 
programme.  In-store  support 
includes  new  showcards  and  shelf- 
talkers.  Revlon  International.  Tel: 
071-629  7400. 


Southerners 
seek  advice 

A  survey  by  Warner-Lambert  for 
their  Anusol  haemorrhoid 
preparations  found  that  people  in 
the  South  and  South  West  are 
more  likely  to  seek  the  advice  of 
their  pharmacist  about  piles. 

Overall,  over  half  of  UK  piles 
sufferers  have  sought  advice  from 
their  CPs  compared  to  only  6  per 
cent  from  their  pharmacist. 
However,  this  figure  rose  to 
nearly  a  quarter  in  the  South  and 
South  West. 

A  significant  number  of 
sufferers  (22  per  cent)  sought  no 
advice  at  all.  More  encouragingly 
for  Warner-Lambert  is  that  about 
a  quarter  of  medication  users  tried 
Anusol  first  and  of  these  80  per 
cent  remained  loyal  to  the  brand. 
Warner-Lambert  Health  Care. 
Tel:  0703  620500. 


Cussons 


Cussons 


Tearl 


Cussons  have  repackaged  their  Pearl  shower  and  bath  creme  products. 
Both  feature  new  on-pack  graphics  and  the  shower  creme  has  a  hook  device 
for  hanging  up  the  bottle,  which  fits  into  the  cap  if  not  required.  A  non-drip 
closure  has  also  been  introduced.  The  words  '  'bath ' '  and  '  'shower"  have 
been  highlighted  for  easier  differentation.  Cussons  Ltd.  Tel:  061-792 
6111. 


Samsara  gets 
EDT 

Guerlain  have  added  an  eau  de 
toilette  to  their  Samsara 
fragrance ,  a  lighter  version  of  the 
parfum.  The  spray  comes  in  two 
sizes  -  50ml  (£28.50)  or  100ml 
(£43)  —  and  the  still  form  in  100ml 
(£41)  or  200ml  (£62)  bottles. 
Guerlain  Ltd.  Tel:  081-998 1646. 


Revlon  add 
Luminosity 

Revlon  have  introduced  an  ultra- 
light loose  powder,  Luminosity, 
said  to  ensure  good,  long-lasting 
coverage  with  a  silky  texture. 

Luminosity  (35g  £14.50) 
claims  to  control  shine  and 
contains  a  sunscreen.  Revlon 
International.  Tel:  071-629  7400. 


1                   ON  TV  NEXT  WEEK  1 

GTV  Grampian 

B  Border 

BSB  British  Sky 

Broadcasting 
C  Central 

CTV  Channel  Islands 
LWT  London  Weekend 

C4  Channel  4                       STV  Scotland  (central) 

U  Ulster                            Y  Yorkshire 

G  Granada                         HTV  Wales  &  West 

A  Anglia                            TVS  South 

TSW  South  West                 TT  Tyne  Tees 

TTV  Thames  Television 

TV-am  Breakfast  Television 

Aapri: 

All  areas 

Alka  Seltzer: 

All  areas 

Anadin  Extra: 

U,STV,C4&  TV-am 

Clorets: 

All  areas 

Imperial  Leather: 

Y,A,TSW,TVS,LWT&TTV 

Impulse  Bodyspray: 

All  areas  except  TVS, TV-am  &  Sky 

Libra  Bodyform: 

All  areas  except  CTV, LWT,  TTV  &  C4 

Listerine/Coolmint: 

All  areas  except  U 

Oxy: 

All  areas  except  HTV  &  C 

Milupa  infant  foods: 

TV-am 

Nicorette  Gum: 

U, STV, G, TVS,  &  LWT 

Peaudouce  "Ultra  T": 

All  areas 

Slim-Fast: 

All  areas  except  G,Y,A,CTV,  &  TT 

Sure  for  Women: 

All  areas  except  TVS,  TV-am  &  Sky 

Wrigley's  Extra/Orbit  sugar-free  chewing  gum:  G 

Fighting 
eczema 

Crookes  Healthcare/E45  have 
produced  an  A2  size  poster 
entitled  ' '  Fighting  eczema"  as  an 
educational  tool  for  healthcare 
professionals  and  for  display  in 
schools. 

The  poster  outlines  practical 
ways  of  dealing  with  eczema  at 
home  and  at  school.  It  includes 
information  on  the  symptoms  and 
incidence  of  eczema,  questions 
people  often  ask  about  the 
disorder,  skin  physiology,  treating 
eczema,  how  to  use  emollient 
products,  dos  and  don'ts  and 
helpful  tips. 

Free  copies  are  available  from: 
Eczema  Poster,  PO  Box  12,  Leen 
Gate,  Nottingham  NG7  2GB. 
Crookes  Healthcare  Ltd.  Tel:  0602 
507431. 


Revlon  offer 
cosmetic  bag 

Revlon  are  offering  a  gift  with 
purchase  promotion  from  August 
31  for  two  weeks. 

A  black,  leather-look  cosmetic 
bag,  holding  Eterna  creme  (30ml), 
cuticle  remover,  moisture  lipstick 
and  nail  enamel,  eyeshadows  and 
a  Xi'a  Xi'ang  vial,  comes  free  with 
two  purchases  from  Revlon' s  skin 
care  or  New  Complexion  make-up 
range.  Revlon  International.  Tel: 
071-629  7400. 


Tandem  Icon  II  HCG  is  a  professional 
pregnancy  test  (24  tests  cost  £36 
plus  VAT)  which  takes  three 
minutes,  produces  two  blue  dots 
for  a  positive  result  and  one  for 
negative,  and  identifies  possible 
ecotopic  pregnancies.  Details 
from  Distributors  Britpharm 
Laboratories  Ltd.  Tel:  071-370 
0483. 

"Sweet  entertaining"  is  the  third  in  a 
series  of  recipe  booklets  produced 
by  Hermesetas.  The  latest 
booklet  contains  ten  dinner  party 
menus  comprising  40  recipes. 
Recipes  use  Hermesetas  Sprinkle 
Sweet  which  can  be  used  in 
cooking  and  baking.  Calorie  and 
carbohydrate  counts  are  given  for 
each  dish.  Distributors  Jenks 
Group.  Tel:  0494  33456. 
Pierre  Balmain  have  added  a 
bodycare  range  to  their  Vent  Vert 
fragrance.  It  comprises  body 
lotion  (200ml  £24),  a  foaming  bath 
gel  (200ml  £22 . 50)  which  can  also 
be  used  in  the  shower,  a 
deodorant  (100ml  £15.50)  and  a 
soap  (lOOg  £15.50).  The  range 
will  be  available  from  September 
at  selected  pharmacies  and  leading 
department  stores.  Jean  Patou 
Ltd.  Tel:  071-328 1036. 
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PAIN  RELIEF 
WITHOUT  PILLS 

The  power  of  ibuprofen  -  one  of  today's  most  effective 
painkillers  -  is  now  available  for  the  first  time  without  prescription 
in  a  rapidly  absorbed,  penetrating  gel. 
Heavyweight  National  press  campaign  now  running. 


IBULEVE 


IBUPROFEN  GEL 

FOR  THE  RELIEF  OF  BACKACHE,  RHEUMATIC  AND 
MUSCULAR  FAIN,  SPRAINS  AND  STRAINS 

Apply  directly  to  the  point  of  pain 


FOR  THE  RELIEF  OF  BACKACHE,  RHEUMATIC  AND 
MUSCULAR  PAIN,  SPRAINS  AND  STRAINS. 

DISTRIBUTED  BY  DDD/DENDRON  LTD.  WATFORD,  HERTS.  VVDl  7JJ 


V 


Robinsons  —  a 
recipe  for  success 


Robinsons  baby  foods,  have  a  13.1  percent* 
share  of  the  total  baby  food  market,  are 
currently  number  two  in  the  dry  food  sector 
and  expect  to  make  further  share  gains  of 
this  £94.9  million  market  during  1991 .  In  the 
baby  drinks  market,  worth  around  £21.8 
million,  Robinsons  clearly  hold  a  strong 
position  with  a  26.1  percent**  share. 

The  baby  drinks  market  is  growing 
steadily ,  by  around  22  per  cent  in  value 
during  1990  and  concentrated  fruit  juices 
now  account  for  23.1  percent***  share  of 
the  total  baby  drinks  market.  Robinsons  are 
set  to  ensure  their  continued  success  in 
baby  drinks  with  the  recent  introduction  of 
Pure  Concentrated  Fruit  Juices. 

Robinsons  have  introduced  two  new 
Robinsons  Pure  Concentrated  Fruit  Juices 
in  Apple  and  Apple  and  Cherry  varieties, 
which  meet  mothers'  demands  for  pure 
products  with  no  compromise  on  taste,  and 
which  will  be  further  supported  by  a  cash- 


back  promotion  involving  160,000  mothers 
across  the  Summer  months.  Robinsons 
Delrosa,  also  re-launched  in  a  new  Pure 
Concentrated  Fruit  Juice  form,  is  now 
available  in  the  best-selling  Apple  and 
Orange  variety  with  rosehip  extract  (the 
traditional  source  of  goodness  synonymous 
with  the  well-loved  Delrosa  brand). 

Says  Deborah  Wilson,  marketing 
manager  Robinsons  Baby  Foods:  "Delrosa 
has  been  a  favourite  with  mothers  for  over 
40  years  and,  with  the  improved  taste, 
should  remain  so.  With  the  introduction  of 
the  Pure  Concentrated  Fruit  Juices, 
Robinsons  are  offering  a  comprehensive 
range  of  baby  drinks  in  all  three  key  sectors 
of  the  market." 

Robinsons  currently  have  a  40  per  cent 
share  of  the  ready-to-drink  pure  fruit  juice 
market  with  their  five  tasty  varieties.  These 
are  also  ideal  for  toddlers  with  their  bendy 
drinking  straw,  yet  low  in  acidity  and  free 


from  preservatives,  artificial  colours, 
flavours  and  sweeteners.  The  granulated 
drinks  market  is  steadily  growing,  and 
Robinsons  currently  hold  a  27  per  cent  share 
with  their  four  delicious  fruit  and  herb 
flavour  varieties.  Mothers  are  increasingly 
turning  to  Robinsons  granulated  drinks  as  a 
mild,  gentle  alternative  for  tiny  babies. 

1 50  year  s  experience... 

Robinsons  have  over  150  years  experience  in 
baby  feeding  and  therefore  understand  the 
requirements  of  both  mothers  and  their 
babies.  Because  Robinsons  have  such  a  well 
established  name,  mothers  know  they  can 
rely  on  their  products  to  be,  not  only  just 
what  baby  likes,  but  moreover  good  for  him 
too.  All  Robinsons  Baby  Foods  are 
nutritionally  formulated  in  line  with  latest 
medical  opinion  to  help  ensure  a  well 
balanced  diet.  Each  variety  is  easy-to- 


ADVERTISEMENT  FEATURE 


prepare  and  ideal  for  weaning,  as  they 
introduce  baby  to  many  different  tastes  and 
textures,  and  allow  mother  to  prepare  as 
much  or  as  little  as  baby  requires. 

All  Robinsons  varieties  are  continually 
evaluated  for  taste  and  all  new  products  are 


researched  and  tested  to  the  highest 
standards  before  being  introduced.  All 
ingredients  are  carefully  selected  to  meet  the 
highest  specifications  and  prepared  under 
strictly  controlled  conditions.  Robinsons 
unique  mother  and  baby  panel  also  ensures 


that  they  are  kept  in  touch  with  what  mothers 
actually  require. 

Robinsons  have  recently  introduced  a 
unique  new  Baby  Foods  Selection  Pack 
which  contains  four  tasty  varieties  —  Banana 
Cereal  for  breakfast,  Beef  Casserole  for 
lunch,  Egg  Custard  for  dessert  and  Egg  and 
Tomato  Savoury  for  tea.  Aimed  at  mothers 
with  young  babies  who  are  about  to  start 
weaning,  the  Selection  Pack  offers  them  the 
chance  to  try  a  variety  of  Robinsons  meals  at 
an  economic  cost. 

They  are  also  set  to  introduce  new 
packaging  across  the  range,  incorporating 
formulations  that  research  shows  are  the 
best  tasting  on  the  market.  All  Robinsons 
baby  foods  and  drinks  carry  the  now  familiar 
colour-coded  healthy  eating  guide  showing 
consumers  the  key  nutritional  aspects  of  each 
variety.  At-a-glance,  mothers  can  see  that 
the  food  is  suitable  for  a  vegetarian  baby,  is 
free  from  egg  or  milk,  or  is  gluten-free,  as 
each  of  these  attributes  has  its  own  special 
colour  code. 

With  more  and  more  families  turning  to  a 
meat-free  diet,  Robinsons  have  recognised 
the  needs  of  mothers  for  nutritionally 
balanced,  vegetarian  baby  food.  Robinsons 
now  have  22  vegetarian  food  varieties, 
including  the  popular  Tea-Time  Treats 
range.  This  range  of  non-meat  savouries 
specifically  offers  a  clever  choice  of 
vegetarian  meals  allowing  baby  to  explore 
fresh  tastes  and  textures. 

Health  visitor's  advice 

Robinsons  also  realise  the  importance  of  the 
role  of  the  health  visitor  in  advising  parents, 
particularly  on  the  issue  of  vegetarian  baby 
feeding  and  have  recently  run  their  second 
highly  successful  vegetarian  baby  feeding 
symposium,  in  conjunction  with  the  Health 
Visitors  Association. 

The  Symposium  covered  such  topics  as 
the  nutritional  aspects  of  weaning  a 
vegetarian  baby,  practical  tips  for  health 
visitors  to  best  advise  vegetarian  families, 
and  the  options  available  for  parents  to  feed 
their  baby  using  pre-prepared  vegetarian 
baby  foods. 

Commented  Deborah  Wilson:  "Health 
visitors  obviously  need  to  be  aware  of  the 
complex  issues  involved  in  providing  a 
vegetarian  baby  with  a  nutritionally  balanced 
diet,  which  is  easy  and  convenient  for 
mothers  to  prepare.  With  an  increase  in  the 
trend  to  vegetarianism,  for  all  sorts  of 
reasons,  it  is  a  particularly  important  area  for 
us." 

Robinsons  Baby  Foods  are  supported  by 
extensive  advertising  as  well  as  a 
comprehensive  PR  programme.  Robinsons 
have  been  running  a  highly  targeted,  direct 
mail  programme  for  the  past  three  years,  the 
first  baby  food  company  to  do  so,  and  reach 
around  half  of  the  new  mothers  each  year. 

Paul  Pallant,  sales  director  Robinsons 
Baby  Foods  says:  "With  more  and  more 
mothers  returning  to  work  after  having  a 
baby,  the  convenience  element  of  the 
Robinsons'  proposition  is  increasingly 
relevant.  Mothers  are  becoming  more 
sophisticated  in  their  choice  and  are 
demanding,  not  only  a  wider  variety,  but  also 
good  tasting,  nutritionally  balanced  food. 
Robinsons  are  indeed  set  to  fulfil  their 
demands  during  1991. " 

Source*  RSGB:  February  1991 
Source" *  RSGB:  Quarter 4  1990 
Source***  RSGB:  Quarter 4  1990 


The  Robinsons  range  covers  First  Foods  for  weaning,  Baby  Breakfasts,  Tea- 
Time  Treats,  Baby  Meals  and  Desserts,  all  for  babies  from  about  three  months, 
and  Junior  Meals  from  about  6  months. 


ANNOUNCING  A  GREAT 
NEW  DOUBLE  ACT. 


From  July  1st  1991,  the  entire  U.K.  sales  distribution  of  Alka-Seltzer  will  be  handled  by 
Warner  Lambert.  From  then  on,  you'll  be  able  to  get  your  stocks  direct  from  Warner  Lambert,  or 
your  usual  wholesaler.  It  will  also  mean  even  more  promotional  opportunities  and  sales  support. 

With  a  premier  brand  and  a  premier  OTC  company  you've  double 
the  reason  to  stock  Alka-Seltzer. 

To  place  your  orders  or  to  arrange  for  a  representative  to  call,  please 
,  .  ,  a  m*m  ,  contact:  Warner  Lambert  Healthcare,  Order  Control 

LAMBERT"  DePartrnent'  Usk  Road'  Pontypool,  Gwent  NP4  OYH. 

Telephone:  0495  762468.  Telex:  398647. 


Savings 
options 

One  of  the  few  remaining  joys 
open  to  a  businessman  or  woman 
is  that  of  protecting  his  or  her 
earnings  from  the  Inland 
Revenue.  A  recent  opportunity 
has  arisen  in  the  form  of  the 
TESSA  (Tax  Exempt  Savings 
Account). 

In  principle  this  works  rather 
like  a  PEP.  Savings  of  up  to 
£9,000  per  person  may  be 
invested  over  a  five  year  period 
with  £3,000  the  maximum 
permitted  in  the  first  year. 

Interest  payable  will  fluctuate 
but  will  be  at  the  higher  end  of  the 
range.  Provided  no  capital  is 
withdrawn  over  the  five  years 
then  all  interest  is  tax  free. 

Husbands  and  wives  may  not 
hold  joint  accounts.  There  is 
intense  competition  between 
banks  and  building  societies  to 
attract  TESSA  money  and  it  will 
pay  the  investor  to  shop  around. 


Insurance 
valuations 

If  any  subject  causes  more  legal 
problems  than  VAT  it  must  be 
insurance.  A  recent  case  heard  in 
the  Court  of  Appeal  has  shown 
what  care  must  be  taken  over 
obtaining  insurance  valuations. 

A  valuer  prepared  a  valuation 
on  a  Grade  II  house  without 
seeing  the  proposed  insurance 
policy.  There  were  peculiar 
features  in  the  house  such  as 
some  back  additions  and  three 
staircases  and  he  valued  the 
premises  on  the  basis  of  a  logical 
reconstruction  with  some  minor 
alterations. 

When  the  insurance  monies 
fell  short  of  the  cost  of 
reconstruction  the  owner  sued 
the  valuer.  The  Court  held  that 
the  valuer  had  not  been  negligent. 
A  10  per  cent  margin  of  error  was 
held  to  be  acceptable  and  if  he 
were  to  be  found  negligent  specific 
instructions  to  value  either  a 
replica  or  a  replacement. 

Obviously  if  businesses  are 
being  conducted  in  listed  buildings 
then  the  local  authorities  should  be 
:ontacted  to  find  out  what  they  will 
require  by  way  of  reinstatement  in 
the  case  of  fire  or  other  damage. 

But  it  is  not  just  listed  buildings 
which  are  affected  by  this  case. 
More  important  is  the  10  per  cent 
margin  of  error,  something  which 
can  run  into  ten  of  thousands  of 
pounds.  It  follows  that  valuers 
should  be  sent  any  proposed 
insurance  policy  before  they 
undertake  the  valuation. 


The  legal  ombudsman 


Very  often  people  who  make 
complaints  about  the  quality  of 
service  they  have  received  from 
their  lawyers  which  are  rejected 
think  that  the  professional  body  to 
whom  they  have  complained  is 
just  backing  its  own  man. 
Sometimes  they  may  be  justified 
in  so  thinking. 

But  since  Jaunary  1  there  has 
been  a  Legal  Ombudsman,  Mr 
Michael  Barnes,  appointed  to 
oversee  the  handling  of  complaints 
against  solicitors,  barristers  and 
licensed  conveyancers.  However, 
before  his  services  can  be  used  a 
complaint  must  be  made  to 
whichever  is  appropriate  of  the 
Solicitors'  Complaints  Bureau, 
the  Council  for  Licensed 
Conveyancers  and  the  General 
Council  of  the  Bar. 

A  request  for  the  Ombudsman 
to  handle  a  complaint  must  be 
made  within  three  months  of  the 
decision  of  the  professional  body. 
When  the  Ombudsman  has 
completed  his  investigations  he 
will  make  a  report  to  the 
complainant,  the  relevant 
professional  body  and,  where 
appropriate,  the  lawyer. 

He  may  decide  no  action 
should  be  taken  or  that  the 
professional  body  should 
reconsider  your  complaint,  pay 
compensation    or    use  its 


disciplinary  powers  against  the 
lawyer  involved.  The  lawyer  or 
the  professional  body  may  also  be 
ordered  to  repay  some  or  all  of  the 
money  spent  in  taking  the 
complaint  to  the  Ombudsman. 
There  is  no  power  to  investigate  a 
complaint  if  court  proceedings  are 
current  or  an  appeal  is  being  made 
against  the  decision  of  the 
professional  body.  Nor  will  he 
normally  —  except  in  the  case  of 
unreasonable  delay  —  intervene 
when  a  professional  body  is  still 
investigating  a  complaint. 

When  a  recommendation  is 
made  the  person  (that  is  the 
lawyer)  or  professional  body 
concerned,  must  inform  him 
within  three  months  what  they 
have  done,  or  are  doing  about  it.  If 
they  don't,  he  may  take  matters 
into  his  own  hands  and  require 
them  to  make  public  their  reasons 
for  rejecting  his  recommendation. 

The  Ombudsman's  office  can 
be  contacted  by  letter  or 
telephone.  A  form  will  be  sent  for 
completion  and  return  and  if  the 
complaint  is  to  be  investigated 
then  he  will  call  on  the  professional 
body  to  send  its  file  of  papers.  If  he 
declines  an  investigation  then  the 
complainant  will  be  told  why.  The 
Legal  Services  Ombudsman,  22 
Oxford  Court,  Oxford  Street, 
Manchester  M2  3MQ. 


Signini 
uarantees 


No  business  can  exist  without 
banking  facilities  in  the  form  of 
loans  and,  in  the  case  of  most 
smaller  concerns,  these  are 
usually  supported  by  the 
guarantees  of  the  directors  or 
partners,  and  often  their  wives  as 
well.  It  is  essential,  therefore, 
when  signing  a  guarantee  not  just 
to  put  a  signature  on  the  dotted 
line  but  to  see  exactly  what  you 
are  committing  yourself  to,  as 
very  often  it  is  your  home. 

As  a  general  rule  of  law  a 
contract  of  guarantee  is  construed 
strictly.  If  the  wording  is 
ambiguous  then  the 
circumstances  surrounding  the 
execution  of  the  document  come 
into  play. 

In  a  case  last  year  a  man 
acquired  two  companies, 
investing  his  entire  redundancy 
pay  to  do  so.  He  obtained  an 
overdraft  guaranteed  by  cross- 
guarantees  from  the  companies, 
debentures  and,  worst  for  him,  his 
personal  guarantee. 

The  companies  went  bust  and 
the  bank  called  in  his  personal 
guarantee.  Did  it  cover  the 
subsidiary  as  well  as  the  holding 
company?  Yes,  said  the  Court.  On 
the  facts,  since  the  personal 
guarantee  was  very  broadly 
worded  and  that  borrower  was 
aware  that  it  was  part  of  an  inter- 
linked scheme,  he  was  personally 
liable. 


Job 
interviewing 

It  is  all  too  easy  for  employers,  and 
those  who  interview  job  applicants 
on  their  behalf,  quite  unthinkingly, 
to  breach  the  Sex  Discrimination 
Act  1975  and  the  Race  Relations 
Act  1976  when  either  advertising 
and  interviewing  for  a  job. 

It  is  a  good  idea  to  use  a  phrase 
such  as  "We  are  an  equal 
opportunities  employer"  to  get 
the  message  across.  During 
interviewing,  make  sure  that  no 
assumptions  or  bias  relating  to 
sex,  religion,  marital  status  age  or 
ethnic  or  racial  origins  creep  in 
which  may  affect  your  judgment. 
Questions  such  as:  "are  you 
married?" ,  "do  you  have  children 
at  home?",  or  "do  you  plan  to 
start  a  family?"  simply  are  not  on. 
A  woman  can  be  expected  to 
make  as  sensible  arrangments  for 
her  family  as  a  man. 

Failure  to  observe  these  fairly 
simple  rules  can  lead  to 
appearances  before  the  Industrial 
Tribunal  for  claims  for 
discrimination. 
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BUSINESS  MANAGEME 


Loan  payment  without  pain 

In  the  second  of  his  articles  on  raising  finance,  Michael  Paine  of  Jardine  Financial  Services,  who  also  runs  the 
Pharmoney  scheme  for  the  NPA,  compares  the  costs  of  the  methods  of  repayment  available  and  runs  through  the 

basics  of  presenting  a  loan  application 


Whatever  source  of  finance  you  choose,  bear 
in  mind  that  not  all  advertised  offers  are  as 
advantageous  as  they  might  at  first  appear. 
For  instance,  lower  interest  rates  frequently 
conceal  high  up-front  charges  with  expensive 
indemnity  insurance  requirements. 

Short  term  borrowing  can  cause  cash  flow 
problems,  though  a  substantial  cash  injection 
by  the  borrower  at  the  outset  may  be  the  only 
way  of  obtaining  a  loan.  Then  again,  once 
ha\  ing  obtained  the  loan,  the  borrower  will 
want  to  be  sure  the  money  lent  will  not  be 
called  in  without  proper  warning. 

Methods  of  repayment 

Selection  of  a  suitable  lender,  then,  is  only  part 
of  the  decision. 

The  borrower  also  needs  to  choose  the 
most  suitable  method  of  repayment. 

1)  Capital  and  interest  repayment 

This  is  the  method  usually  favoured  by 
Clearing  Banks.  Monthly  repayment  consists 
of  part  interest  and  part  capital  over  a  short 
term  —  10  years  is  usually  the  maximum. 

One  advantage  is  that  tax  relief  can  be 
claimed  on  the  interest  part  of  the  repayment 
which  reduces  over  the  term  of  the  loan. 

2)  Interest  only  —  endowment  backed 

Individual  pharmacists  seeking  a  totally 
unsecured  loan  will  usually  be  required  to 
cover  their  borrowing  with  an  endowment 
insurance  policy.  This  route  could  also  appeal 
to  those  requiring  longer  term  money  who 
wish  to  keep  any  pension  planning  separate 
from  their  borrowing. 

Under  this  scheme,  loan  capital  is  made 
available  against  collateral  security  of  an 
endowment  insurance  effected  by  the 
borrower.  For  the  duration  of  the  loan  interest 
payments  only  will  be  required  in  addition  to 
insurance  premiums  payable. 

The  endowment  is  designed  to  provide 
high  tax  free  return  at  the  end  of  a  fixed  period, 
coinciding  with  the  agreed  capital  repayment 
date.  Part  of  the  endowment  proceeds  will 
then  be  available  to  repay  the  capital. 

Tax  relief  can  be  claimed  on  the  interest 
repayment  but  not  on  the  endowment 
premiums. 

3)  Interest  only  —  pension  backed 

This  is  the  same  as  the  endowment  backed 
loan  except  that  the  endowment  policy  is 
replaced  with  a  pension  plan.  Full  tax  relief 
may  be  claimed  on  interest  repayment  and 
pension  contributions. 

In  addition,  the  pension  contributions  are 
invested  and  will  roll  up  tax  free  throughout 
the  period  of  the  loan. 

Some  people,  however,  prefer  to  keep 
pension  provision  and  loan  obligation 
completely  separate.  Clearly,  this  method 
would  be  unsuitable  for  them. 

4)  Overdraft 

With  an  overdraft,  no  formal  loan  term  is 
fixed,  but  the  borrowing  is  reduced 
periodically  at  a  pace  and  level  acceptable  to 
the  lender.  While  this  is  perhaps  the  most 
flexible  type  of  borrowing,  it  should  be 
remembered  that  an  overdraft  can  be  recalled 


without  warning  and  interest  rates  will 
fluctuate  according  to  market  conditions 
outside  the  borrower's  control. 
5)  Business  expansion  scheme 

BES  is  basically  a  tax  avoidance  scheme 
with  tax  relief  on  investment  made  and  no 
capital  gains  tax  on  profits  realised.  The  real 
disadvantage  is  that  investments  must  be  held 
for  at  least  5  years  in  order  to  qualify  for  tax 
relief  and  the  investor/lender  might  wish  to 
cash  in  the  investment  at  any  time  after  that 
date.  This  could  lead  to  problems  of  sale  and 
raising  capital.  It  is  an  area  where  legislation 
is  complex  and  professional  advice  should  be 
taken. 


Hidden  costs 


Whatever  interest  rate  is  quoted  by  a 
prospective  lender  it  is  very  important  to 
check  on  additional  charges  and  the  effect  on 
the  overall  cost.  These  are  not  always  too 
apparent  in  the  marketing  literature,  and  may 
include  some  or  all  of  the  following: 

1)  Administration  and  handling  fees  —  charged 
for  processing  a  loan  application.  The  amount 
will  vary  between  £100  and  £500  and  is 
sometimes  returned  on  completion  of 
business.  The  aim  is  to  discourage  frivolous 
enquiries! 

2)  Completion  fee  —  usually  expressed  as  a 
percentage  of  the  total  loan,  and  can  be  as  high 
as  2  per  cent.  Clearing  banks  often  impose 
these  charges. 

3)  Valuation  fee  —  payable  where  property  has 
to  be  valued.  It  will  vary  between  1  per  cent 
and  2  per  cent  of  the  property  valuation. 

4)  Legal  fees  —  made  when  the  lender  takes  a 
charge  on  property.  These  will  vary  according 
to  the  tenure  of  the  property  but  normally 
start  at  around  £300. 

5)  Indemnity  charge  —  where  a  loan  exceeds 
80  per  cent  of  the  value  of  security  an 
indemnity  policy  may  be  required.  This  is  a 


lender's  way  of  reducing  the  risk.  Premiums 
vary  between  4  per  cent  to  8  per  cent 
depending  on  the  percentage  of  lending 
required  and  will  relate  to  any  indemnity 
amount  which  exceeds  80  per  cent  of  the 
property  value. 

The  following  example  highlights  the  effect 
of  hidden  costs.  Consider  a  pharmacist  aged 
30  next  birthday  wishing  to  raise  £100,000 
towards  purchase  of  a  £120,000  pharmacy 
business.  In  the  first  instance  here  are  some 
figures  for  capital  and  interest  repayment  over 
10  years  on  a  14.75  percent  interest  rate.  In 
this  case  there  are  substantial  up-front  costs. 

Monthly  loan  Up  front  costs  £ 

repayment  costs  £ 

Monthly  interest         Processing  fees  250 
1644.64 

Life  assurance     8.40  Completion  fees  1500 
1653.04  Valuation  fees  240 
Legal  fees  400 
Indemnity  premium 
160 
2250 

In  the  second  case  we  look  at  interest  only 
repayment  on  an  unsecured  loan.  For  the  sake 
of  example,  the  interest  rate  is  set  at  15.25  per 
cent  over  a  25  year  term. 

Gross  monthly  Processing  fees  £250 

interest  £1270.84 
Endowment 
premium  123.00 
£1393.84 

These  figures  highlight  the  importance  of 
the  effect  of  ancillary  costs.  Over  shorter- 
term  loans  they  will  have  a  marked  impact  on 
the  overall  cost.  Interest  charges  will  be  more 
expensive  for  unsecured  money  and  the  rates 
given  above  are  for  illustration  purposes  only 
since  bank  base  rate  changes  will  govern  the 
actual  interest. 

In  my  view  the  message  is  clear:  Interest 
rates  and  promised  terms  cannot  always  be 
taken  at  face  value.  It  is  vitally  important  for 
borrowers  to  take  independent  professional 
advice.  In  this  way  hidden  charges  can  be 
expressed  and  a  judgement  made  on  the  most 
suitable  borrowing  and  repayment  terms. 

Loan  applications 

Lenders  will  need  convincing  that  there  is  a 
sound  business  logic  for  proposals  put  for- 
ward. In  general  terms  you  should  always 
have  the  following  information  available: 

1)  Your  present  financial  position  —  details  of 
existing  loans  (residential  and  commercial), 
current  business  commitments  and 
borrowings  and  how  these  will  be  affected  by 
the  proposed  acquisition.  Details  of  spouse's 
income  will  also  be  helpful. 

2)  Your  future  financial  plans  —  three  years' 
audited  accounts  of  the  new  business,  and  a 
well  constructed  business  plan,  outlining 
proposed  changes  on  occupancy.  An 
accountant  or  financial  adviser  will  be  able  to 
help  here.  As  a  final  point  it  always  helps  to 
make  a  deposit  with  the  loan  application  to 
signify  commitment! 
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PUTS  YOUR  NAME 
m  mi 
GOOD  BOOKS 
OF  YOUR 


It  can  only  be  AAH  The  first  wholesaler  to 
open  up  the  GP  market  to  the  pharmacist  by 
introducing  the  innovatory  Medical  Practitioner 
Range  Catalogue  A  sixty  plus  page  com- 
pendium of  GP  surgery  products  for  you  to 
stamp  with  your  pharmacy  name  and  address 

and  pass  on  to  your  local  GPs 
Rubber  gloves,   stethoscopes,  even  doctors' 
couches  -  whatever  the  GP  requires,  he  can 
then  order  directly  through  you  What's  more 

delivery  is  normally  made  in  just  48  hours 
To  find  out  more  about  this  indispensable 
service  for  your  local  GPs  and  the  sub- 
sequent increased  profits  for  you,  call 
AAH  now  on  0928  717070  and  ask  for 
the  Sales  Department 


PHARMACEUTICALS 
LIMITED 


WITH     NEW  IDEAS 


RPSGB  SCOTTISH  EXECUTIVE  FAMILY  DAY 


Kith  and  kin  celebrate 
150th  at  Scone 

Some  3,500  to  4,000  pharmacists,  their  staff  and  their 
families  travelled  from  ail  over  Scotland  to  the  150th 
anniversary  family  day,  reunion  and  trade  show  organised 
by  the  Royal  Pharmaceutical  Society's  Scottish  Executive 
and  AAH  Pharmaceuticals  at  Scone  Palace.  They  came  by 
boat,  bus,  car  and  plane  —  one  even  by  microlight  —  to 
take  part  in  a  day  of  kinship  epitomised  by  the  RPSGB's 
tartan  commissioned  and  accredited  specifically  to  mark 
the  Sesiquicentenary 


An  aerial  view  of  the  show  from  Hillcross  Pharmaceutical 's  helicopter 
which  took  up  a  total  of 200 guests  and  customers  on  five  minute  flights 
around  Scone  Palace  throughout  the  day.  Managing  director  Michael 
Payne  described  the  venture  as  a  '  'brilliant  PR  exercise  which  brought 
in  some  business,  too ' ' 


The  highlight  of  what  Dr  Jim 
Bunney  (centre),  chairman  of 
the  Scottish  Executive,  described 
as  the  '  'biggest  150th  celebration 
in  Britain' ' ,  was  the  presentation 
to  him  of  the  Society  tartan's 
certificate  of  accreditation  by  Dr 
D.  Gordon  Teall  of  Tealiach 
(left),  president  of  the  Scottish 
Tartan  Society. 

The  tartan  was  commissioned 
by  the  Executive  as  a 
sesquicentenial  gift  to  the  Society, 
and  was  prompted  by  past- 
chairman  Ken  Gray  who  is 
pictured  wearing  it,  along  with 
representatives  of  the 
manufacturer  Kinloch  Anderson. 
The  tartan  is  just  one  of  200 
accredited  out  of  the  2,147  that 
exist. 


The  Society  tartan's  colours 
have  pharmaceutical  significance 
-  green  (foliage),  dark  tan 
(barks),  purple  (herbs, 
foxgloves),  white  (modern 
medicine),  light  tan  (spices)  and 
blue  (antibiotics).  It  is  based  on 
the  tartans  of  the  first  two 
presidents  of  the  Society's  North 
British  Branch,  and  like  all  tartans, 
is  an  outward  symbol  of  kinship. 
Dr  Teall  toasted  and  read  an  ode 
to  the  tartan. 

Dr  Bunney  told  C&D  he 
thought  the  occasion  had  lived  up 
to  its  name  of  a  " family  day  " .  "It 
has  brought  together  a  broad 
spectrum  of  pharmacists  and 
people  associated  with  pharmacy 
from  throughout  Scotland.  It's 
been  superb." 


Customers  shopping  at  some  of  the  33  stands  at  the  retail  trade  show. 
Centrepiece  of  the  show  was  the  organiser's  stand,  AAH 
Pharmaceuticals,  which  featured  company  services  including  Link, 
Vantage,  franchise  schemes,  hospital  services,  the  healthcare  programme 
and  sister  company  Hillcross  Pharmaceuticals 


The  Tayside  Police  Pipe  Band  entertain,  led  by  Drum  Major  Dick 
Hamilton 


C&D  Publisher  Ron  Salmon  (left)  welcomes  David  Taylor,  retail  trade 
show  organiser  and  AAH  Pharmaceutical 's  managing  director,  to  the 
Chemist  &  Druggist  stand  in  the  Scottish  Executive 's  tent.  The  C&D 
display  marked  a  132  year  progress  in  pharmaceutical  publishing  by  a 
relative  ne  wcomer  to  the  profession  !  Other  hospitali  ty  tents  were  manned 
by  representatives  of  the  Scottish  Schools  of  Pharmacy  —  Heriot  Watt, 
Robert  Gordons,  and  Strathclyde  —  where  many  reunions  took  place. 
Pride  of  place  went  to  Mr  D.A.  Welsh,  who  qualified  in  1925  from 
Duncan's  Royal  Dispensary  in  Edinburgh,  and  was  the  senior 
pharmacist  present 
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1 00  great  Silvikrin 
styling  videos  to  be  won 


Silvikrin  Active  Care  means  really  effective  protection  for  hair  when  it  comes 
to  shampooing,  conditioning  and  styling.  Whatever  your  customers  do  to 
their  hair,  you  can  be  sure  that  Silvikrin  Active  Care  will  help  it  come  up 
shining  —  again  and  again. 

The  Silvikrin  Active  Care  Styling  Range  —  three  mousses,  a  gel  spray  and 
a  fixing  spray  —  has  just  been  launched,  and  it's  currently  being  supported 
by  a  really  great  promotion;  a  free  30-minute  "Style  Secrets"  video  (worth 
£6.99)  with  tw  o  proofs  of  purchase  from  across  the  Silvikrin  shampoos  and 
conditioners  ranges.  Presented  by  TV  personality  Annabel  Giles,  a  top  hair 
stylist  shows  you  easy-to-follow  techniques  to  achieve  really  professional- 
looking  hairstyles  at  home  using  items  from  the  Silvikrin  Active  Care  Styling 
Range.  The  finished  results  prove  that  the  new  Silvikrin  Active  Care  Styling 
Range  lives  up  to  its  promise  of  "styling  with  protection",  featuring 
formulations  that  have  highly  effective  styling  properties  and  the  added 
benefit  of  protection. 

You  can  be  sure  there's  going  to  be  a  rush  to  the  shelves  for  this  offer  — 
the  first  ever  haircare  video  on  the  market  —  so  make  sure  that  the  Silvikrin 
Active  Care  range  is  where  your  customers  can  find  it ! 


The  Competit  ion 

And,  for  Chemist  &  Druggist  readers,  we  have  100  Silvikrin  Active  Care  "Style 
Secrets"  videos  to  be  won.  Just  complete  this  easy-to-enter  competition,  fill  in 
the  coupon  and  send  it  to  the  address  below.  If  yours  is  one  of  the  first  100 
correct  entries  to  be  drawn,  you  can  win  a  "Style  Secrets"  video  —  and  get 
styling! 


Rules 


How  to  enter 

1.  Which  popular  TV  personality  presents  the  Silvikrin  Active  Care  "Style 
Secrets"  video? 

a.  Anneke  Rice  □ 

b.  Annabel  Giles 

c.  Anna  Ford 

2.  And  which  popular  personality  is  the  "Silvikrin  girl"  in  the  current  TV 
advertising? 

a.  Twiggy 

b.  Sandie  Shaw 

c.  Cilia  Black 

3.  Which  item  won't  you  find  in  the  Silvikrin  Active  Care  haircare  range? 

a.  Hairspray 

b.  Setting  lotion 

c.  Styling  mousse 

4.  Silvikrin  Active  Care  Styling  Range  gives  your  customers  which  promise? 

a.  Colour  that  lasts  and  lasts 

b.  Keeps  curls  in  place  —  no  matter  what 

c.  Styling  with  protection 

Name   

Address   ,  


/.  Alt  entries  must  be  received  by  July 30,  1991.  The  judges'  decision  is  final  and  no  correspondence  regarding  this  promotion  will  be  entered  into.  There  are  no  cash  alternatives. 
One  entry  per  competitor  please.  If  you  require  a  list  of  the  winners'  names  please  enclose  an  sae  with  your  entry.  Employees  of  Smithkline  Beecham  Personal  Care  UK,  Benn 
Publications  Ltd,  and  their  families  are  not  eligible  to  enter. 

Entries  should  be  sent  to:  Silvikrin  Video  Competition.  Chemist  &  Druggist,  Sovereign  Way,  Tonbridge,  Kent  TN9  1R  W. 


PERSONAL  OPINION 


At  the  professional  interface 

Locum  pharmacist  Jeannette  Smith  vents  her  spleen  about  badly-written  prescriptions 


Why  is  it  that  several  weeks  can  roll  smoothly 
along,  only  to  be  followed  by  a  crop  of 
problems? 

Since  most  of  the  practices  are  being 
converted  to  computer  written  prescriptions, 
some  of  the  problems  are  straightforward  — 
odd,  but  easily  solved.  If  a  customer  begins 
prodding  suspiciously  at  his  prescription  bag, 
you  do  the  obvious,  while  the  evidence  is  still 
in  your  hand.  Open  the  bag,  check  the  tablets 
and  the  prescription,  and  if  he  happens  to  have 
been  given  glyceryl  trinitrate,  a  tablet  he  came 
off  five  years  ago,  instead  of  the  co-dydramol 
he  expected,  it's  simple  enough  to  phone  the 
health  centre  and  arrange  for  a  new 
prescription. 

It  ought  to  be  easy  to  check  the  simple 
omissions,  the  missing  strength  or  quantity, 
but  what  happens?  You  phone  across,  ask  for 
Dr  X's  practice,  and  explain  that  you  need 
information  about  a  prescription.  The  internal 
phone  rings  and  a  voice  asks  if  you  want  to 
make  an  appointment.  You  begin  again,  having 
been  told  it  should  be  a  different  extension. 
The  internal  phone  rings  again  and  a  voice  asks 
if  you  want  a  house  call.  You  explain  once 
more,  in  the  meantime  sending  someone  out 
to  explain  to  the  home-help  champing  at  the  bit 
in  the  front  shop  why  she  is  having  to  wait. 

Then  you  may  meet  a  real  oddity,  this  one 
in  the  doctor's  own  handwriting.  At  the  top 
she  has  written  Distalgesic,  but  some  warning 
bell  rang  in  her  head,  so  underneath  she  has 
written,  in  words  and  figures  buprenorphine, 
with  the  appropriate  strength  and  dose.  The 
customer  expected  her  usual  tablets,  so  after 
some  delay  you  speak  to  the  doctor. 

"Oh  dear",  she  says,  "how  did  I  manage 
that?  I  meant  co-proxamol".  Considering  the 
street  value  of  Temgesic,  you  may  be  tempted 
into  a  vigorous  protest,  but  it  bounces  off. 

A  few  customers  later,  you  spend  some 
time  demonstrating  just  how  a  Ventolin 
Rotahaler  should  be  used,  since  the  lady  with 
the  prescription  is  collecting  it  for  her  90  year 
old  mother.  It  occurs  to  you  that  there  is  no 
Rotahaler  on  the  prescription,  so  you  ask  if  she 
has  one  already.  "One  of  those?"  she  asks. 
"I've  only  seen  the  one  the  doctor  was  trying 
to  show  mother." 

This  time  you  have  no  problem.  The 
doctor  agrees  to  supply  the  missing  item,  with 
an  apology  for  allowing  herself  to  be  distracted 
by  a  garrulous  old  patient.  She  even  checks  to 
make  sure  that  the  Rotacaps  which  she  did 


/  ACTU&LlY,  MRS  Tof^E. 
f  \  THINK'  1  OUt;WT  TO 
*  CHECK"  n*£  QUArATIT 
SCfilBED  .   — 


remember  to  write  are  the  correct  strength. 

Next  day,  along  with  Ventolin  syrup,  you 
find  what  looks  like  a  massive  dose  of 
prednisolone  for  a  child.  Ask  in  the  front  shop 
and  you  find  a  large  child  who's  just  collecting 
the  medicine  for  his  wee  sister.  If  the  wee 
sister  is  in  the  state  suggested  by  the 
prescription,  it's  no  surprise  that  mother  had 
to  stay  at  home. 

Once  again,  you  phone  the  health  centre. 
The  doctor  at  the  end  of  the  line  sounds  very 
young,  and  there's  a  great  deal  of  rustling  of 
pages  while  she  checks  paediatric  doses.  She 
realises  to  her  horror  that  in  calculating  the 
dose  she  has  confused  pounds  and  kilograms, 
giving  the  child  double  the  recommended 
dose.  For  once  you  put  the  phone  down  with 
a  righteous  glow. 

In  all  these  cases,  at  least  the  doctor  was 
in  at  the  time.  The  next  problem  arises  from 
a  prescription  with  two  printed  items  and  an 
extra  item  scribbled  illegibly  at  the  bottom. 
Phone  again.  They  ask  which  doctor  it  is.  You. 


mJs. 


don't  know,  since  the  number  belongs  to  Dr 
Y,  but  the  writing  belongs  to  a  locum  or 
trainee. 

They  ask  what  it  says;  how  can  they  check 
what  it's  meant  to  be  if  you  don't  tell  them 
what  it  says?  The  logic  escapes  me .  If  I  know 
what  it  says,  would  I  have  to  ask?  The  choice 
is  cimetidine  or  quinine,  with  two  votes  out  of 
three  for  the  latter.  The  temptation  to  be 
flippant  can  be  hard  to  resist.  They  have  to 
phone  back,  which  takes  a  couple  of  hours  until 
they  can  find  the  file,  or  a  doctor  who  knows 
the  patient. 

In  the  meantime,  yet  another  home-help 
has  to  spend  half  the  morning  coming  back  and 
forth  to  see  if  you've  found  out  what  her 
patient  is  to  take  at  night.  It  can  be  a  very 
irritating  way  to  make  a  living. 

Succeed  in  penetrating  the  barrier  of  the 
clerical  staff,  and  you  may  catch  a  faint  whiff  of 
the  professional  collaboration  which  is 
supposed  to  be  practised. 

Not  often. 


Products  that  work  -  for  you  and  your  customers 


CHARCOAL  COMPOUND 
TABLETS 


LAXATIVE  TABLETS 

A  gentle  yet  highly  effective  laxative 

with  strong  customer  loyalty  JUstfl&ruao 

Packs  ol  50  I""**  » 


ACNE 

SPOTS 


Q  -FAST 


For  the  treatment  ol  indigestion,  flatulence, 
dyspepsia,  hyperacidity 
Packs  of  50  and  250  tablets 


Ptastic  boxes 
of  30  and  150 


ACNE  LOTION 

A  non-keratolytic  bacterial  lotion  tor  spots, 
pimples  and  Acne  Promotes  rapid  healing 
by  destroying  pimple-producing  bacteria 
New  50ml  pack  tor  over-the-counter  sales 


These  products  are  available  from  your  local 
wholesaler  and.  promoted  direct  to  your  customers. 


Torbet 


LABORATORIES 

LTD.  Vi" 


MAIDSTONE,  KENT  ME14  1PF   Tel:  0622  762269 

A  British  owned  company  Trade  Marl- 


Extremely  elective  expectorant 
mixture  which  also  soothes 
irritating  coughs  100ml  pack 


INSECT  REPELLENT  WIPES 
Individually  sealed  moist  wipes  containing 
synergised  natural  pyrelhrum  Protects  against 
midges, miles  mosquitoes  etc  toruploBhours 
Attractively  packed  m  10  s  tor  impulse  purchase 
and  recommendation 
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Nat-uraS  'f  ■!■-..:■■  -  ;::;rsnv- 
for  Bowel  Regularity 


'  rhe  origin  of  the  species  becomes 
your  natural  selection 

we've  out  new  life  in  Isosel.  Yet  remarkably  Isoael  has  had  onlv  ont 


-I'll  soon  discover  we've  put  new  life  in  Isogel. 

w  packaging  (available  now)  is  only  the  start  of  its 
irth.  The  real  commitment  comes  from  full  marketing 
s  >port,  promotional  activity  and  a  concerted  advertising 
c  npaign. 


Yet  remarkably  Isogel  has  had  only  one  recent  price  rise, 
the  first  for  over  a  decade  -  maintaining  its  outstanding  value. 

This  is  only  the  beginning.  The  start  of  a  new  lease  of  life. 
Because  Isogel  is  evolving  to  ensure  it's  the  natural 
selection. 


I!  GEL  ABBREVIATED  PRESCRIBING  INFORMATION  Indications:  Conditions  requiring  a  high  fibre  regimen.  Presentation:  Isogel  is  a  preparation 
jaghula  Husk  B.P  Dosage  and  Administration:  The  required  quantity  of  Isogel  should  be  stirred  into  half  a  glass  of  water.  Adults:  Two  teaspoonfuls 
or  twice  daily,  preferably  at  meal  times.  Children:  One  teaspoonful  once  or  twice  daily,  preferably  at  meal  times.  Contra  indications,  warnings  etc. 
lutions:  Isogel  should  be  swallowed  immediately  after  mixing.  Elderly  or  debilitated  patients  should  be  supervised  whilst  taking  Isogel  Basic  NHS  Price: 
£1.51  RRP:  200g£'2  37  PL  No:  0045/5028R. 


Fi  prescribing  information  is  available  by  post  from  distributor:  Charwell  Pharmaceuticals  Ltd.,  Charwell  House,  Wilsom  Road,  Alton,  Hants.  GU34  2TJ 


Highlights  in  haircare 

AGB  Superpanel  has  highlighted  several  profitable  lines  within  the  vast  haircare  sector 
that  even  the  smallest  pharmacy  will  have  room  to  display... 


The  shampoo  market  is  now 
worth  over  £203  million,  yet 
volume  growth  has  remained 
static  and  despite  the  recession, 
sales  of  premium  priced  shampoos 
are  growing  rapidly.  These  have 
been  responsible  for  much  of  the 
17  per  cent  rise  in  sales  that 
shampoos  have  enjoyed  over  the 
past  year  to  June,  according  to 
data  from  AGB's  new  Superpanel. 


Double  Up 


The  fastest  growing  premium 
shampoos  are  undoubtedly  the 
"two-in-ones" ,  combined 
shampoo  and  conditioner.  Sales 
have  risen  by  a  massive  71  per 
cent  over  the  last  year  and  they 
now  take  around  a  third  of  the 
shampoo  market.  They  may  well 
account  for  half  the  market  within 
the  next  few  years,  say  AGB. 

Perhaps  the  popularity  of 
these  products  is  understandable 
despite  their  premium  price  as 
they  avoid  the  need  for 
conditioner,  therefore  offering 
price  benefits  as  well  as 
convenience. 

The  market  leader,  Vidal 
Sassoon's  Wash  &  Go,  accounts 
for  around  20  per  cent  of  the  total 
shampoo  market  and  its  market 
share  rose  by  around  60  per  cent 
over  the  last  year.  But  many 
multiples  and  manufacturers  have 
now  launched  their  own  versions, 
including  Revlon's  Activ  Balance. 
Other  manufacturers  have 
responded  to  the  two-in-one 
threat  by  revamping  their  existing 
ranges,  for  example  Silkience. 

Medicated 

The  split  of  medicated  versus  non- 
medicated  shampoos  has 
remained  relatively  unchanged 
over  the  past  year.  Medicated 
two-in-ones  have  not  really  caught 
on,  say  AGB  —  perhaps  because 
users  are  predominantly  males, 
who  may  not  be  as  concerned 
about  hair  condition. 

Further  innovation  of  dual  role 
shampoos  may  well  include 
segmentation  into  variants  for 
various  hair  types  and  conditions. 

So  which  products  are 
suffering  by  the  success  of  the 
two-in-ones?  Some  traditional 
family-type  beauty  brands  are 
under-performing.  Environ- 
mentally friendly  brands  have  not 
really  done  well,  and  most  have 
had  to  promote  their  prices.  Some 
innovative  brands  for  regime 
haircare  have  not  done  as  well  as 


they  should  have,  perhaps 
because  they  were  launched 
around  the  same  time  as  the  two- 
in-ones,  and  consumers'  interest 
was  therefore  deflected,  say 
AGB.  But  such  ranges  may  do 
well  in  the  future  due  to  their 
specific  nature,  a  trend  which  is 
appealing  to  customers. 


Besides  the  dual  role  shampoos, 
other  shampoos  doing  well  are 
those  offering  a  distinct  difference 
-  a  good  example  is  the  Salon 
Selectives  range  launched  at  the 
beginning  of  the  year,  say  AGB. 

Salon  Selectives  offer  a  wide 
variety  of  coded  products, 
allowing  consumers  to  select  a 
combination  of  shampoo  and 
conditioner.  Vidal  Sassoon  have 
also  introduced  a  coded  range. 
Although  these  ranges  require 
extensive  shelf  space,  they  are 
suited  to  pharmacy  in  that  some 
customers  may  well  require 
explanation  of  the  concept. 

Worrying  news  is  that 
drugstores  are  now  taking  more  of 
the  beauty  shampoo  market  than 
pharmacies  (all  pharmacy  figures 
do  not  include  Boots).  Their  share 
has  risen  from  11.9  to  13.3  per 
cent  over  the  last  year,  while 
pharmacy's  share  has  fallen  from 
11.9  to  8.6  per  cent. 

The  frequency  of  shampoo 
purchase  orientates  sales  towards 
grocers,  who  now  take  55  per 
cent  of  sales.  Large  manufac- 
turers have  introduced  in-store 
displays  of  popular  products  into 
grocery  chains,  which  has 
encouraged  sales  and  lessened 
the  traditional  advantage  of 
chemist  chains  to  display  more 
choice. 

Intensified  competition 

Not  surprisingly,  conditioners 
have  been  heavily  hit  by  the 
success  of  the  two-in-ones,  with 
sales  falling  to  16  per  cent  in  the 
past  year  to  £75m. 

"Ordinary"  conditioners  have 
been  most  badly  hit,  according  to 
AGB .  The  market  has  polarised  to 


AGB  Superpanel  collects  data 
from  over  28,000  individuals, 
who  scan  the  barcodes  on  all 
their  purchases.  Data  is 
extracted  every  three  days  and 
audited  every  four  weeks  to 
provide  an  up-to-date  market 
profile 


economy  size,  own  brands  at  one 
extreme  —  perhaps  a  sign  of  the 
recession  —  and  heavy-duty, 
"intensive"  conditioners  at  the 
other. 

Intensives  now  take  19.9  per 
cent  of  the  conditioner  market, 
compared  with  17.1  per  cent  this 
time  last  year.  This  increase  has 
been  most  dramatic  in 
pharmacies,  where  market  share 
of  intensives  within  the 
conditioner  market  have  risen 
from  26.4  to  30.4  per  cent  over 
the  past  year,  compared  to  drug 
stores  (17.6  to  19.3)  and  grocers 
(8.3  to  12.3). 

But  despite  this,  pharmacies 
have  actually  decreased  their 
market  share  of  intensives  by  16 
per  cent  over  the  past  year, 
compared  to  a  rise  within  both 
grocers  and  drugstores  (29  per 
cent  and  10  per  cent 
respectively). 

Intensives  are  not  everyday 
purchases  and  are  ideal  pharmacy 
lines  —  the  concentrated  formulas 
take  up  limited  space,  and 
customers  may  require  advice. 

Summer  sales  appear  to  be 


The  top  five 


BEAUTY  SHAMPOOS 

1.  Wash  &  Go 

2.  Timotei 

3.  Dimension 

4.  Silvikrin 

5.  Alberto  V05  and  Finesse 

TWO  IN  ONE  SHAMPOO 

1.  Wash  &  Go 

2.  Dimension 

3.  Head  &  Shoulders  2  in  1 

4.  Alberto  One  Step 

5.  Boots  Duo 

CONDITIONERS 

1.  Cream  Silk 

2.  Timotei 

3.  V05  Hot  Oil 

4.  Total  Finesse 

5.  Revlon  Flex 

INTENSIVE  CONDITIONERS 

1.  Alberto  V05  Hot  Oil 

2.  We  11a  Balsam  Intensives 

3.  Vitapointe 

4.  Alberto  Pure  &  Clear  "Leave 
In" 

5.  Vidal  Sassoon 

HAIRSPRAY 

1.  Silvikrin 

2.  Elnett 

3.  Harmony 

4.  Sunsilk 

5.  Supersoft 
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particularly  high  in  the  past  12 
weeks,  the  share  of  intensives  in 
the  conditioner  market  increased 
to  33.2  per  cent  through 
pharmacies,  compared  with  just 
22.7  per  cent  through  total 
outlets. 

V05  Hot  Oil  leads  the 
intensive  market  with  a  28  per 
cent  share,  while  Wella  Intensives 
has  18  per  cent. 

Future  developments  for 
intensives  may  well  include 
further  popularity  of  "leave-in" 
conditioners  because  of  their 
convenience,  say  AGB. 

Style! 

The  growing  array  of  styling  aids 


looks  set  to  aggravate  the 
pharmacist's  dilemma  of  which 
ones  to  stock  in  this  £116m 
market,  and  make  it  increasingly 
more  difficult  to  compete  against 
larger  outlets.  Many  cheaper, 
own-label  products  have  also 
emerged. 

Pharmacies  have  around  half 
the  market  share  of  grocers  and 
drugstores,  which,  in  the  last  12 
weeks,  each  took  around  a  third  of 
the  market. 

Although  sales  of  styling  aids 
were  down  8  per  cent  this  year, 
AGB  attribute  this  to  the  decline 
of  traditional  products  such  a 
setting  lotions. 

Many  styling  aids  have  a 
modern  appeal  and  are  geared 


Outlet  Shares  of  Total  Haircare 

Expenditure  52  w/ejune  91 


Total  Shampoo 

100% 

Total  Styling  Aids 

100% 

Total  Chemists 
(Inc.  Boots) 

27.0 

Total  Chemists 
(Inc.  Boots) 

45.3 

Total  Grocers 

54.6 

Total  Grocers 

31.4 

Total  Drugstores 

13.3 

Total  Drugstores 

18.5 

Other 

5.1 

Other 

4.8 

Total  Conditioners 

100% 

Total  Hairspray 

100% 

Total  Chemists 
(inc.  Boots) 

37.0 

Total  Chemists 
(Inc.  Boots) 

33.7 

Total  Grocers 

44.7 

Total  Grocers 

40.3 

Total  Drugstores 

13.9 

Total  Drugstores 

18.2 

Other 

4.4 

Other 

7.8 

towards  young  users.  The  market 
is  diversifying  with  the  appearance 
of  "technical"  formulations  such 
as  V05  Curl  Booster,  Studio  Line 
Pumping  Curls  and  Grafic's 
Revive  V  Curl. 

Setting  sprays  account  for 
nearly  a  quarter  of  the  market, 
and  have  grown  strongly  in  value 
over  the  last  year.  Studio  Line  is 
the  dominant  brand  and  again,  dual 
role  products  are  performing  well 
—  Style  and  Finish  has  around  9 
per  cent  market  share. 

Some  consumers  have 
switched  from  mousses  to  setting 
sprays;  mousse  sales  were  down 
16  per  cent  this  year.  Yet 
mousses,  worth  £58m,  still 
account  for  half  the  styling  aids 
market. 

Gels  also  showed  a  24  per  cent 
sales  decline,  although  they  are 
still  worth  21  per  cent  of  the 
market.  Consumers  are  mainly 
young,  with  over  a  third  of  sales 
going  to  Studio  Line,  say  AGB. 


Hairspray 


Hairsprays  (grouped  separately  to 
styling  aids)  are  suffering  with  the 
popularity  of  styling  aids,  with  the 
total  market  falling  10  per  cent  to 
£156m  in  the  past  year. 

Nevertheless  grocers  have 
managed  to  increase  their  market 
share  to  40.3  per  cent,  while 
pharmacy's  share  has  fallen  32  per 


cent  to  10.3  percent.  Drugstores 
take  18.2  per  cent. 

Traditional  brands  have 
maintained  their  market  share  — 
Silvikrin  has  13  per  cent,  and 
Elnett  10.5  per  cent. 

Pump  packs  of  hairspray, 
currently  worth  £13m,  are  more 
profitable  than  the  traditional 
aerosols  although  sales  through 
pharmacies  declined  measurably 
over  the  year.  The  share  of  pump 
packs  within  the  hairspray  market 
fell  from  10.8  to  8.6  percent  over 
the  same  period. 

Perm  and  colour 

Home  perms  and  colorants  are 
both  picking  up  sales  as  visits  to 
the  hairdresser  are  currently 
taking  a  back  seat  for  many 
consumers  —  good  news  for  phar- 
macists as  the  customer  will  often 
require  advice  before  purchase. 

The  home  perms  market  was 
up  20  per  cent  to  £14m  this  year, 
while  colorants  were  up  4  per  cent 
to  £77m.  Permanents  showed  5 
percent  growth,  although  bleach 
and  highlighting  kits  have  not  done 
so  well,  being  reliant  on 
fashionable  trends.  But  semi- 
permanents,  with  growth  of  41 
per  cent  last  year,  are  clear 
winners.  Their  small  pack  sizes 
are  ideally  suited  to  pharmacist's 
shelves  and  enable  a  wide  choice 
to  be  stocked. 


THE  SPRINGFIELD  PRESSURE 


CHECK  AND  PULSE  RATE 


MONITOR 


PROVIDES  SYSTOLIC/DIASTOLIC  AND 
PULSE  RATE  READINGS  AT  THE  TOUCH 
OFA BUTTON. 

ACCURATE,  RELIABLE  AND  EASY  TO  USE. 


■:li]iVAYJl[H:l 


AND  TARGET 


WEIGHER 


COMPUTERISED 
WEIGHING  MACHINES. 

WEIGHTSAND 
MEASURESAPPROVED. 

FREE-STANDING, 
COMPACTDESIGN. 
ATRULY  ROBUSTAND  RELIABLE  PROFITCENTRE. 
EYE-CATCHING  APPEARANCE. 


CDrOI  A I   F0R  M0RE  INFORMATION  AND  DETAILS  OF  OUR 
Ol  tlilAL  CURRENT  SPECIAL  OFFERS  ON  A  LIMITED  NUMBER 

OF  EX-DEMONSTRATION,  RE-ENGINEERED 
fi  CCCDC     MACHINES.  TELEPHONE  US  NOW  ON  044282  8644 
U I     Ll\0    OR  COMPLETE  AND  RETURN  COUPON  BELOW. 


□  Please  contact  me  to  arrange  a 
demonstration  of  a  weighing 
machine  in  my  pharmacy. 


I  would  like  to  know  more  about  how  these  products  can  benefit  both  my  customers  and  my  business. 

□  Please  contact  me  to  arrange  a 
demonstration  of  a  Pressure 
Check  machine  in  my  pharmacy. 

Name  

Pharmacy  

Address  

Springfield  Healthcare,  81/82  Akeman  Street,  Tring,  Herts  HP23  6Aj 
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Listening  to 
the  radio 

I  have  been  listening  to  a  recent 
broadcast  on  Radio  4,  namely 
"File  on  Four"  on  HIV  infection 
and  in  particular  the  attitude  of  the 
public. 

One  comment  in  particular 
concerned  me,  alleging  that  a 
pharmacist  had  refused  to 
dispense  a  prescription  for  an  HIV 
positive  patient.  I  was  horrified  by 
this  report  and  sincerely  hope  that 
all  community  pharmacists  would 
regret  this  attitude  and  do  their 
utmost  to  be  sympathetic  and 
helpful  to  all  patients,  and  that  HIV 
positive  patients  should  be  treated 
without  prejudice. 

Pharmacists  as  caring 
professionals  should  know  that 
there  is  no  danger  to  themselves 
or  the  public  from  serving  patients 
who  are  HIV  positive  or  who  have 
AIDS. 


C.J.  Nicholson 

High  Wycombe 


POSTBAG 


PR  not  prime 
consideration 

The  article  in  last  week's  Chemist 
&  Druggist,  by  a  former  director 
of  public  relations  at  the  Society, 
Philip  Paul,  requires  I  believe  a 
brief  reply. 

I  do  not  intend  to  respond  to 
his  specific  and  bitter  comments, 
mainly  directed  against  members 
of  the  Council.  Suffice  to  say  that 
the  Council  has  to  make  decisions 
which  it  considers  to  be  in  the  best 
interests  of  the  profession  and 
publicity  value  is  not  the  prime 
consideration. 

The  present  public  relations 
manager  and  her  staff  have  the  full 
confidence  of  the  Council  in  the 
very  good  work  that  they  are 
doing  to  enhance  awareness  of  the 
role  of  pharmacy.  Some  aspects  of 
this  work  were,  in  fact,  covered  in 
the  annual  report  for  1990. 


David  L.  Coleman 

President,  Royal  Pharmaceutical 
Society  of  Great  Britain 


The  Doncaster  branch  of  the  Royal  Pharmaceutical  Society  of  Great 
Britain  are  celebrating  the  Society 's  150th  anniversary  in  style  —  with 
a  replica  of  an  old-fashioned  dispensary  at  Cusworth  Hall  Museum. 
Retired  pharmacist  Ted  Turner  is  shown  demonstrating  the  traditional 
role  of  the  pharmacist  while  answering  questions  from  the  public.  Other 
local  pharmacists  also  taking  part  in  the  demonstrations,  which  are  held 
at  weekends  and  '  'prn ' '  says  public  relations  officer  of  the  Doncaster 
branch,  Mike  Valentine.  Public  interest  has  been  good,  particularly  from 
younger  visitors,  with  questions  ranging  from  past  to  present  treatments, 
he  says.  Authentic  equipment  was  collected  from  branch  members, 
museum  stock,  and  loans  from  industry.  The  exhibition  will  run  until 
fitly  27 


Fileys  scripts 
'sigs'  by 
computer 

Over  the  past  month  Chemist  & 
Druggist  has  published  a  number 
of  news  articles  concerning  the 
issue  of  prescriptions  at  our 
practice  with  an  "illegal" 
computerised  signature/stamp/ 
forged  signature/facsimile.  I  don't 
intend  to  go  into  the  legal  aspects 
here  but  at  present  we  are  dealing 
with  opinion  only. 

The  Department  of  Health  has 
avoided  comment  on  its 
interpretation  of  the  Medicines 
Act,  and  fudged  the  issue  by 
instructing  our  Family  Health 
Services  Authority  that  we  would 
be  in  breach  of  our  Terms  of 
Service  if  we  continued  —  thus 
neatly  avoiding  a  legal  confront- 
ation and  test  case.  The  basic 
difference  between  the  Act  and 
our  Terms  of  service  is  the  use  of 
the  word  "stamp"  in  the  latter. 

The  theme  of  your  articles 
seems  to  revolve  around 
"forgeability"  and  "usefulness". 
Despite  the  fact  that  your  editorial 
Comment  compares  an  expertly 
forged  computerised  prescription 
with  a  poor  hand  written  forgery, 
I  have  no  doubt  whatever  that  the 
hand-signed  computer  prescript- 
ion is  easier  to  forge  than  the 
electronically  signed  one. 

If  a  pharmacist  is  in  any  doubt 
about  an  item  and  telephones  us, 
we  could  tell  him  at  the  touch  of  a 
button  when,  how,  what  and  to 
whom  the  prescription  was 
issued.  If  there  was  further  doubt, 
one  look  at  the  signature  under  a 
magnifying  glass  could  identify  our 
printer. 

There  are,  in  fact,  so  many 
safeguards  incorporated,  and 
others  such  as  serial  numbers, 
that  it  would  require  an  article  in 
itself  to  describe  them  all.  Suffice 
to  say  that  the  FHSA  —  the  only 
people  actually  to  have  inspected 
the  system  —  were  satisfied. 
The  usefulness  of  the  system  is 
beyond  doubt: 

1.  It  saves  around  one  minute 
consultation  time  per  patient 
allowing  us  to  see  one  extra 
patient/hour. 

2.  It  saves  the  cost  of  printers  in 
each  consulting  room  (£2,500)  as 
all  prescriptions  come  off  the  same 
printer. 

3.  It  allows  us  to  control  our 
prescribing  costs,  check 
interactions,  control  stock,  issue 
labels,  keep  batch  numbers  for 
legal  purposes,  automatically  put 
drugs  on  repeat  or  demand,  use 
our  own  formulary  etc. 

4.  In  the  future,  the  prescription 
could  be  sent  by  wire  to  the  duty 
chemist  (if  open)  saving  further 
patient  waiting  time. 

Finally,  I  should  like  to  say  that 


two  of  our  local  pharmacists 
behaved  in  a  most  supportive  and 
sensible  way  throughout.  This  is 
more  than  can  be  said  of  the  Royal 
Pharmaceutical  Society  which 
acted  over-hastily,  in  a  negative 
and  reactionary  manner,  and  with 
no  consultation  with  us 
whatsoever.  It  could  reasonably 
be  said  that  we  should  have 
consulted  them  in  the  first  place, 
but  with  FHSA  approval  we 
assumed  that  they  had  seen  to  all 
that. 


Dr  David  A.  Valentine 

Filey 


Optical 
Perceptions 

The  Inland  Revenue's  attempt  to 
have  locums  treated  as  regular 
employees  comes  as  no  surprise 
to  anyone  as  involved  with  the 
optical  profession  as  we  are. 
Although  we  are  known  to 
pharmacists  as  suppliers  of 
reading  glasses  we  also  have 
associations  with  opticians. 

From  this  vantage  point  we 
have  seen  the  same  struggle  take 
place.  It  is  understandable  that  the 
Revenue  is  unhappy  about 
"locums"  that  spend  all  or  most  of 
their  time  working  regular 
sessions  for  the  same  employer 
and  have  tried  to  stamp  out  what 
they  see  as  a  malpractice.  But  the 
usual  extreme  approach  was 
applied,  initially  insisting  that  even 
a  one-day  holiday  locum  should  be 
treated  as  an  employee  for  that 
day.  Many  of  the  independent 
practitioners  have  by  and  large 
continued  paying  locums  as  self 
employed  persons  with  fees  given 
on  a  sessional  basis  or  on  a  "per 
case"  basis. 

The  problem  of  arguments  has 
been  shelved  until  the  tax  returns 
get  questioned.  A  recent  decision 
by  the  Special  Commissioners  of 
Income  Tax  might  even  mean  that 
the  problem  might  go  away! 

A  group  of  opticians  called 
Specialeyes  make  fairly  regular 
use  of  locum  opticians  to  match 
their  demand.  The  Inland 
Revenue  insisted  that  tax  should 
be  deducted  from  payments  as 
employees  and  not  as  self- 
employed,  •  but  agreed  terms 
between  the  parties  indicated  a 
belief  that  the  locums  were 
independent  contractors  and  the 
Revenue's  claim  was  dismissed. 
The  Revenue  are  considering 
whether  to  take  this  matter  to  the 
High  Court.  Let  us  all  hope  that 
they  do  not  and  we  see  a  return  to 
commonsense  and  fair  play. 

Peter  Philips 

Direct  Perception  Ltd 


1086 


CHEMIST  &  DRUGGIST  29 JUNE  1991 


New  rules 
for  pricing 

New  price  marking  regulations 
will  come  into  force  on  September 
1.  Retailers  will  be  required  to 
show  unit  prices  both  on  items 
sold  in  bulk  or  pre-packed  in 
variable  quantities. 

Traders  will  be  allowed  to 
show  unit  prices  in  imperial  or 
metric  units  except  for  food  items 
where,  if  the  unit  price  is  shown  in 
metric  units,  it  must  also  be 
shown  in  imperial. 

Under  the  Price  Marking 
Order  1991  traders  will  be  free  to 
choose  how  they  show  their 
prices  provided  the  consumer  can 
readily  identify  the  items. 

In  practice  this  means  the 
goods  must  be  pre-priced 
individually,  or  individually 
ticketed,  or  the  price  indicated  by 
a  nearby  notice. 

Retailers  will  have  to  show 
prices  inclusive  of  VAT  but  shops 
selling  mainly  to  businesses  can 
display  notices  explaining  that 
their  prices  are  subject  to  VAT. 
The  new  price  regulations  will  also 
apply  to  advertisements. 

There  are  provisions  to  allow 
retailers  to  use  notices  showing 
general  price  reductions  rather 
than  having  to  reprice  their  goods 
individually.  Notices  may  be  used 
up  to  14  days  after  a  VAT  change. 

The  Order  implements  EC 
Directives  on  price  indications. 

Whitehall  Laboratories 
to  close  —  460  jobs  go 

Whitehall  Laboratories  are  to     changes,   which  will  not  be 
close  with  the  loss  of  460  jobs,     completed    until  mid-1993. 
Some  OTC  production  will  be     "There  will  be  no  redundancies 
transferred  to  the  Wyeth  plant  at     this  year:  they  will  probably  start 
Havant  while  other  products  are     in  the  Spring  of  1992,"  say 
to  be  moved  to  production  sites  on  Whitehall, 
the  Continent.                               "The  company  wanted  to  do 

Wyeth     and      Whitehall     what  it  thought  was  best  for  its 
announced  the  plans  following  an     employees.  Of  course  we  will  be 
18  month  study  by  their  parent     using  our  best  endeavours  to  find 
company    American    Home     them  alternative  employment.  We 
Products  in  preparation  for  the     have  been  talking  to  local 
single  European  market.  The     politicians  and  employees  and  we 
production  of  SMA  baby  milk,     will  be  offering  financial  advice  and 
currently  at  Havant,  will  move  to     personal  counselling, 
the  company's  plant  in  the         "Everyone       is  very 
Republic  of  Ireland.                     disappointed.  Whitehall  is  a  profit- 

"  American  Home  Products     making  plant,  so  the  decision  is  not 
are   streamlining  manufacture     a  reflection  on  the  workforce  in 
throughout  Europe,"  a  Whitehall     terms    of    productivity  or 
spokesman  told  C&D.                 efficiency.  But  we  have  more 

Don   Barrett,   director  of     high-tech  factories  and  we  are  re- 
corporate  affairs  for  Wyeth     organising  to  make  use  of  them. " 
Laboratories  told  C&D:  "What     •  A  joint  statement  by  Wyeth 
we  have  done  in  this  European     and  Whitehall  Laboratories  says 
review  is  to  move  nutrition  to  the     that  both  companies  emphasise 
Republic  of  Ireland  and  make     that  there  is  no  need  for 
Havant  a  major  centre  for     customers  to  change  any  of  their 
prescription  products  and  OTC . "     existing  trading  arrangments  or 

American  Home   Products     contacts,   either  people  or 
have  given  plenty  of  notice  of  the  locations. 

Monmouth 
launch  POMs 

Drug  development  company 
Monmouth  Pharmaceuticals  are 
moving  into  the  marketing  arena 
with  the  launch  of  two  POMs 
(Script  Specials,  this  week). 

Apart  from  a  discount  to 
pharmacists,  the  company  will  be 
using  a  national  team  of  30  medical 
reps  to  promote  to  GPs. 

"Given  the  high  level  of 
interest  already  expressed  by 
doctors  and  the  amount  of 
promotion  which  we  are 
undertaking  I  feel  certain  demand 
will  be  high,"  said  product 
manager  Quentin  Manley. 

Grampian 
bid  approval 

The  Office  of  Fair  Trading  has 
decided  not  to  refer  the  Grampian 
bid  for  Macarthy  to  the 
Monopolies  and  Mergers 
Commission. 

Meanwhile  resolutions 
approving  the  bid  have  been 
unanimously  approved  at  an 
extraordinary  general  meeting  of 
the  company.  The  offer  has  been 
extended  to  3pm  on  July  10. 

Written  contracts  'would 
boost  small  businesses' 

The  Forum  for  Private  Business,     supply  of  financial  information, 
a  pressure  group  which  decides         The  written  contract  would 
policy  on  a  direct  referendum  of  its     operate  on  the  same  principle  as 
members,  is  calling  for  formal     points  on  a  driving  licence, 
contracts     between     small     ensuring  that  no  business  owner 
businesses  and  their  banks.  "We     could  have  his  borrowing  removed 
think  it  is  the  only  answer  to  the     or  reduced  without  due  cause, 
relationship  of  fear  and  inequality         In  return,  the  banks  would  get 
between  small  business  and  the     regular  financial  information  from 
banks, ' '  said  an  FPB  spokesman.     small  firms. 
A  written  contract  between  bank         FBP  chief  executive  Stan 
and  small  business  owner  would     Mendham  said:  "This  would  put 
restore  small  business  confidence     the  business  owner  firmly  in  the 
and  pave  the  way  for  economic     driving  seat.  With  a  clean  record 
recovery,  argues  the  group.          he  could  actively  shop  around  for 
Both  parties  would  agree  that     a  new   bank,   bringing  true 
costs  to  the  small  business  owner     competition  to  the  marketplace. ' ' 
would  fall  or  rise  according  to         One  bank  is  said  to  be  already 
performance  and  the  adequate     trying  out  the  contract  system. 

DTI  announce 
£8m  grant 

British  Bio-Technology  have  won 
a  grant  of  almost  £8  million  to 
develop  a  new  technique  for 
vaccine  production. 

The  company  is  to  receive 
£7. 86m  under  the  European 
Eureka  scheme  to  develop  its 
virus-like  particle  technology. 
This  involves  the  production  of 
genetically  engineered  particles 
which  mimic  viruses  and  provide  a 
strong  immune  response  when 
injected. 

The  research  will  be  a 
collaboration  between  Farmitalia 
Carlo  Erba  and  their  Spanish 
affiliate  Autobioticos  Farma. 

Boots  in  Tire 
bomb  attack 

Animal  rights  activists  from  the 
Animal  Liberation  Front  are 
thought  to  have  been  behind  a  fire 
bomb  attack  on  a  Boots 
warehouse  in  Rochdale. 

The  attack,  which  happened 
during  the  night  of  June  21, 
damaged  only  the  office  at  the  site. 
The  warehouse  and  computer 
facilities  remained  operational,  a 
spokeswoman  told  C&D. 

Nobody  was  hurt  in  the  attack 
and  Boots  say  they  are  co- 
operating with  the  police  on  the 
matter. 
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BUSINESS  NEWS 


ABPI  lobby  Government  on 
EC  patent  life  extension 


The  Association  of  the  British 
Pharmaceutical  Industry  has 
written  to  all  MPs  asking  them  to 
urge  the  Government  to  accept 
EC  proposals  to  extend  patent  life 
on  medicines  to  16  years.  The 
ABPI  claim  the  EC  proposal  will 
not  cost  the  NHS  any  additional 
money. 

The  Government  wants  to 


Fairscan 
users  update 

Following  notification  of  the 
formation  of  a  Fairscan  users 
group  (C&DJune  15,  p992),  the 
group  has  held  its  first  meeting. 

It  was  agreed  that  an  informal 
group  would  be  useful  at  this 
stage,  said  Richard  Dean,  one  of 
the  founders.  Anyone  who  wishes 
to  take  part  can  contact  him  on 
0283  35255. 


No  Tagamet 
SRyet 

Smithkline  Beecham  are 
dismissing  as  "over  the  top"  a 
report  in  the  Financial  Tunes 
Gune  20)  that  they  had  made  a 
breakthrough  with  a  slow  release 
formulation  of  Tagamet. 

A  company  spokesman  told 
C&D  that  patents  had  been 
published  in  France  on  June  5  and 
in  the  UK  on  June  12;  this  was 
what  had  started  the  speculation. 

SB  are  looking  at  a  number  of 
possible  ways  of  producing 
Tagamet  in  a  slow  release  form, 
but  it  is  "very  low  kev  work" . 


SOT  all  out? 

Wholesalers  SOT  Healthcare 
were  in  the  hands  of  the  receivers 
by  Friday  last  week.  C&D  called 
the  office  10  minutes  after  they 
moved  in  and  were  told:  '  'We  are 
still  reviewing  the  situation  and 
cannot  say  whether  the  company 
will  continue  to  trade." 

The  receiver  is  Anthony 
Brereton  of  Price  Waterhouse.  A 
standard  letter  will  go  out  to 
creditors  asking  them  to  send  a 
statement  of  claim.  It  is 
understood  that  Price 
Waterhouse  were  on  the  verge  of 
issuing  a  statement  on  the 
company's  future  as  C&D  went  to 
press. 


limit  patent  protection  to  13  years. 

The  letter  follows  a 
Parliamentary  motion  by  over  70 
MPs  calling  on  the  Government  to 
drop  its  attempt  to  limit  patent 
protection  (C&D June  22). 

The  DTI's  own  survey  of 
industrial  research  expenditure 
shows  that  the  current  growth  in 
R&D  in  the  pharmaceuticals 
sector  is  less  than  in  five  other 
industries.  This  could  well  be  the 
effect  of  the  erosion  of  effective 
patent  life,  says  the  ABPI  letter. 

Responding  to  the 
Government's  argument  that  an 
extension  of  patent  life  will  delay 
competition  from  generics,  the 
ABPI  letter  says:  "Real 
competition  to  patented  products 
comes  from  other  innovative 
products  in  the  same  therapeutic 
area." 


Ten  independent  pharmacists  recently  met  for  a  weekend  of  business 
training  at  the  Randolph  Hotel  in  Oxford,  The  two-day  seminar  was  run 
by  Warner-Lambert  Health  Care  for  prizewinners  in  the  competition 
'  'Profit  for  Pharmacists ' '  which  took  place  earlier  this  year.  The  course 
was  hosted  by  Barbara  Stewart  (right),  ex-head  of  education  at  the  Royal 
Pharmaceutical  Society,  and  the  opening  speaker  was  Ray  Todd  of  the 
NPA  (centre)  shown  with  Denise  Bullerfrom  Warner-Lambert.  Topics 
ranged  ividely  from  shop  presentation  and  merchandising  to  self- 
medication  and  consultation  and  the  financial  aspects  of  buying  and 
stock  manageynent.  This  course  is  likely  to  be  the  first  of  a  series  devoted 
to  studying  and  improving  the  profitability  of  the  independent  pharmacy 


Orridge  target  hospitals  with 
stocktaking  service 


In  the  wake  of  hospitals  aiming  at 
lower  levels  of  stock  following 
NHS  reorganisation,  the  Orridge 
Group  have  launched  a 
pharmaceutical  stocktaking  and 
valuation  service  aimed 
specifically  at  hospitals. 

The  company's  system 
revolves  around  portable  data 


Cameras  fall 
for  Hanimex 

Half  year  trading  profit  for  the 
Hanimex  camera  business 
plunged  from  £6  million  to  £1 .8m, 
on  sales  down  15  per  cent  to 
£79m,  dragging  down  the 
earnings  per  share  of  parent 
company  Gestetner. 

"Cameras  and  other  related 
photographic  hardware  are 
fashion  items  and  rely  on 
discretionary  consumer  spending 
and  recreational  travel,  both  of 
which  have  been  adversely 
affected  during  the  half  year," 
says  the  company's  interim 
report. 

The  three  months  of  the  Gulf 
war  also  dramatically  reduced 
recreational  travel,  say 
Gestetner. 

However,  the  major  part  of 
Gestetner's  business  is  in  its 
photocopier  and  fax  division, 
where  sales  increased  by  35  per 
cent  to  £372m.  The  company  has 
announced  a  half-year  dividend  of 
1 .8p  per  share. 


terminals  (PDTs),  small  hand-held 
units  used  to  collect  data  during 
stocktaking.  External  stocktakers 
are  able  to  work  alongside  hospital 
pharmacists  keying  the 
information  into  the  PDTs  which 
is  then  fed  into  Orridge 's  central 
computer. 

The  system  is  said  to  provide 
an  inventory  of  every  stock  item, 
analysis  by  department  and  by 
therapeutic  code,  maintenance  of 
contract  price,  and  a  stock  value 
certificate  for  the  auditors 
presented  in  bound  A4  reports 
within  48  hours. 

"Employing  extra  resources 
for  stocktaking  has  two  major 
benefits,"  says  an  Orridge 
spokesman.  "First  there  is  the 
availability  of  staff  at  peak 
workload,  second,  the  intro- 
duction of  computer  techniques 
which  can  turn  round  reports  in  a 
matter  of  days . ' '  Weeks  are  often 
considered  the  norm,  he  said. 


Unichem  up 
to  par 

The  La  Manga  golf  complex  in 
Southern  Spain,  with  its  two 
championship  courses,  is  the 
venue  for  the  1992  Unichem  golf 
trip.  The  week  long  trip  begins  on 
April  25  and  prices,  based  on  the 
type  of  accommodation,  vary  from 
£350  to  £510  per  person. 

As  the  event  is  usually 
oversubscribed,  Unichem  are 
advising  customers  to  book  early. 
Flights  are  available  from  London, 
Manchester  and  Glasgow. 

Advance  information 

Parent  &  Babycare  World. 

Exhibition  and  conference  at  the 
Wembley  Exhibition  Centre,  July 
26-28.  For  details  call  0234  212988. 
King's  College  London  — 
Chelsea  Department  of 
Pharmacy.  Research  methodology 
workshops  —  "Questionnaire  and 
interview  survey  design",  July  26. 
Fees  £75.  Details  from  Russell  Greene 


BRIEFS 


Medeva's  share  issue  to  raise  money 
to  buy  MD  Pharmaceutical  Inc 
(C&D  June  1,  p924)  has  gone 
through,  and  the  acquisition  has 
been  completed.  Some  96.6  per 
cent  of  the  shares  on  open  offer 
were  taken  up. 

CGM  Print  &  Packaging  have  achieved 
the  quality  management  standard 
BS5750  part  1  for  pharmaceutical 
printed  packaging. 
Fragrance  company  Prestige  & 
Collections  have  moved  to  Pool 
Road,  Central  Avenue,  West 
Moseley,  Surrey,  KT8  ORB.  Tel: 
081-979  6699;  fax:  081-783  0676. 


Polaroid  have  begun  construction  of  a 
new  $90m  film  production  plant 
capable  of  producing  film  for  their 
new  medical  diagnostic  imaging 
system  Helios.  Completion  is 
expected  in  late  1993. 
ICI  have  opened  a  new  £16m  factory 
in  Italy  to  manufacture  Diprivan.  It 
will  supply  the  company's  world 
market  for  the  drug. 
The  Vantage  Chemist  franchise 
scheme  has  won  official 
recognition  from  the  British 
Franchising  Association.  AAH  say 
theirs  is  the  only  retail  pharmacy 
scheme  with  such  recognition. 
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Cancellation  deadline  10am  Monday  prior  to  publication  date. 
Display/Semi  Display  £19.70  per  single  column  centimetre,  min  30mm 
Column  width  88mm. 

Whole  Page  £1970. 00  (250mm  x  180mm)  Half  Page  £1024.40 
(130mm  x  180mm)  Quarter  Page  £512.20  (130mm  x  88mm) 
Box  Numbers  £5.00  extra  Available  on  request. 
All  rates  subject  to  standard  VAT. 


AGENTS 


AGENTS  REQUIRED 

AREA  1:      WEST  COUNTRY,  WALES 
AREA  2:  MIDLANDS 

Well  connected  agents  within  the  wholesale  chemist  trade 
required  in  above  areas  by  well  established  manufacturer  of 
personal  and  bodycare  products. 
Enthusiasm  —  self  motivation  essential. 
Excellent  commission  rates. 
APPLY  IN  WRITING  TO: 
MR  T.G.BARNES 
GROUP  SALES  &  MARKETING  MANAGER 
BRAY  HEALTH  &  LEISURE  LTD,  25  PARK  ROAD, 
FARINGDON,  OXON  SN7  7BP. 
NO  AGENCIES  PLEASE. 


LABELLING  SYSTEMS 


THE  NEW 
ALCHEMIST  2000 
FULLY  FEATURED 
P.M.R.  LABELLING 
SYSTEM  NOW 
GIVES  EVEN 
MORE  VALUE 
AT 

NO  EXTRA  COST. 


Q.I.D.S.  The  quick  intelligent 
dosage  entry  system  which  is  so 
clever  neither  you  nor  your 
locums  need  to  remember 
codes. 

MULTI-USER.  For  the  busy 
dispensary  ALCHEMIST  2°°° 
comes  in  multi-user  form  where 
you  can  connect  more  systems 
together  without  compromising 
our  famous  speed. 


Tel  (0772)  622839  or  FAX  622879 


ADDING  FEA  TURES  THA  T MAKE  LIFE  EASIER. 


If  Pharmacists  have  already  bought  4500 
JRC  systems,we  don't  need  to  tell  you 
who  is  No.l  in  Pharmacy  computers! 


[Send  lor  your  FREE  videotape  on  our  | 
EPOS  or  PMR  systems  today' 


[  Every  JRC  system  carries  a  2-month 
money-back  Guarantee'  I 


Thank  you  for  choosing  us! 

W~  PHARMACY 


EEPOST.  PRESTON  t 


SYSTEMS 


«RH        rel  (0/^  /2)  323/,63 


Post  to  Classified  Advertisements,  Chemist  &  Druggist, 

Berni  Retail  Publications,  Sovereign  Way,  Tonbridge,  Kent  TN9  1RW. 

TelTonbridge  (0732)  364422.  Telex  95132.  Fax  (0732)  361534 
Ring  Matthew  Corse  Ext  2264  for  further  information 
Publication  date  Every  Saturday 

Headings  All  advertisements  appear  under  appropriate  headings 
Copy  date  4pm  Tuesday  prior  to  publication  date. 


PRODUCTS  &  SERVICES 


£29  .50  per  week 

could  save  your  business. 

This  is  the  affordable  cost  of  Pharmacy's  foremost  EPoS  system 
from  Fairscan,  that  could  save  you  lost  profit 
save  you  overbuying 
save  you  lost  sales 
save  you  loss  from  theft, 
save  you  ovcrinvesting  in  stock 
In  fact  could  save  you  more  than  it 
costs!  Fairscan  Business  Master  EPoS 
systems  can  new  supply  the  answer 
whether  you  are  a  small  indepen- 
,  dent  pharmacy  or  multiple  group. 
There's  no  better  time  to  save  your 
business.,  .contact 

"This  cost  is  for  a  single  till  pharmacy  over  E<iJ«.c#->o*«  nn  tVVt\il  'MlXT'il 

live  years  using  the  Tairscan  Rental  Plan.  .raUSCail  Oil  V  /VO 

Subject  to  Status  14a  High  St.  Lyndhurst  Hants  SO.43  7BD 

Other  options  will  vary  this  figure. 


5  M031885"0095 

BUSINESS 

MASTER 


1»  RETAIL  PROFIT  OPPORTUNITY  fjff 


BUSINESS  CARDS 


NEW  SELF-SERVICE  COIN  OPERATED  MACHINE 

PRINTS  50  CARDS  FOR  £3 

IN  STORE  SERVICE  THAT  HAS  YOUR 
^  CUSTOMERS  BACK  FOR  MORE 

^  CARDS,  TICKETS,  MENUS, 

ADVERTISEMENTS,  LASER  PRINTED 

Ifc^  USED  BY  BUSINESSES,  SCHOOLS. 

SHOPS,  CLUBS,  HOMES 
tej,  TO  SECURE  YOUR  LOCAL  AREA 
GET  THE  FACTS  NOW!  - 
TEL/FAX  0691  70  307 

SPEEDPRINT  -  P0  BOX  45    OSWESTRY  SY10  111 


22/ 


HOW  CAN  YOU  REACH  CW% 
TARGETTED  AUDIENCE? 

CONTACT  CLASSIFIED  ON 
0732  364422  OR  FAX  0732  361 53- 
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SHOPFITTINGS 


STOCK  FOR  SALE 


EXDR 


STOREFITTE 


0626  •  834077 

COMPREHENSIVE  DESIGN,  MANUFACTURE  AND 
INSTALLATION  SERVICE  FOR  THE  RETAIL  PHARMACY 

KING  CHARLES  BUSINESS  PARK,  OLD  NEWTON  ROAD,  HEATHFIELD,  DEVON.TQ  1 2  6UT 


TEL:  0803874095 
FAX: 0803874096 


SHOPFITTING 
and  DESIGN 

SPECIALISTS  IN  DESIGN, 
MANUFACTURE  AND 
INSTALLATION  OF 
SHOPFITTINGS  AND 
DISPENSARY  UNITS 
FORTHE  RETAIL 
PHARMACIST 


UNIT  1  COVENTRY  FARM  ESTATE,  NEWTON  ROAD,  TORQUAY,  DEVON  TQ2  7HX 


STOCK  FOR  SALE 


URIMPHARM  LTD 


EEC  IMPORTED  PHARMACEUTICALS 


HELPFUL  ADVICE 
TO  PHARMACISTS 


ONE  OF  THE  LARGEST 
PURCHASERS  OF  PI'S 
IN  EUROPE 


URIMPHARM  LTD 


UNIT  A6, 83  COPERS  COPE  ROAD,  BECKENHAM,  KENT,  BR3  INK. 
TEL:  081-658  2255;  TELEX:  263832;  FAX:  081-658  8680 


CHEMILINES  PHARMACEUTICALS 

PI'S  OPTICROM  IN  STOCK 

DISCOUNT* 

COST 

AZANTAC 

18% 

12.30 

ADALATE  LP 

23% 

4.51 

SERC 

43% 

6.32 

ZOVIRAX  200mg 

38% 

18.39 

OTOSPORIN 

67% 

2.83 

0RAP4mg 

45% 

3.59 

PROTHIADEN  75mg 

21% 

3.16 

ADALATE 10mg 

43% 

6.46 

*  INCLUDES  5%  SETTLEMENT  FOR  30  DAYS  PAYMENT 


KODAK  GOLD  FILMS 

COST 

OFFTRADE 

GA-24 

ENG/JAP 

£1.45 

33% 

GA-36 

ENG 

£1.87 

30% 

GB 200  ASA 

24's&36's 

20% 

GC 400  ASA 

24's& 36's 

17% 

FUJI  FILMS  TO 

45% 

FRENCH  FRAGRANCE 

RRP 

COST 

BEAUTIFUL 

EDP 

15ml  SP 

20.40 

14.35 

ANAIS 

EDT 

30ml  SP 

17.95 

8.75 

ETERNITY 

EDP 

100ml  SP 

43.00 

28.50 

OPIUM 

EDT 

30ml  SP 

27.00 

16.40 

GIORGIO 

EDT 

50ml  SP 

30.00 

15.50 

WHITE  LINEN 

EDP 

15ml  SP 

16.40 

11.15 

ARAMIS 

ASL 

60ml 

16.30 

9.05 

JAZZ 

ASL 

50ml 

16.00 

9.25 

POLO 

EDT 

50ml  SP 

24.50 

13.50 

GIORGIO  MEN 

EDT 

50ml  SP 

22.00 

9.95 

CHANEL,  ESTEE  LAUDER,  CALVIN  KLEIN  IN  STOCK. 

30  DAYS  CREDIT  +  NATIONWIDE  PROMPT  DELIVERY 
MANY  OTHER  SPECIAL  OFFERS 
RING  081  -908  01 24  TO  RECEIVE  FULL  PRICE  LIST 

CHEMILINES  PHARMACEUTICALS 

UNIT  3P,  BUILDING  B,  WEMBLEY  COMMERCIAL  CENTRE 

80  EAST  LANE,  NORTH  WEMBLEY  MIDDLESEX,  HA9  7NL 

TEL:  081-908  0124/081-904  0177 

FAX:  081-904  0942 


EST  1980 


MILCO  ENTERPRISES 

Increase  /our  P.O-IR.  Buy  Perfumes 

and  Aftershaves  from 
MILCO.  NATIONWIDE  DELIVERY. 


For  comprehensive  list 
fel:  08 1-905  7005 
Fax:081-9522336 


1  faia  Parade 
laiwr  Pari  Crescent 
EDGWARE,  lii  HA8  III 
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A  FREE  Service  for  Chemist  &  Druggist  Subscribers 


PHARMACIST  MANAGERS 

GUILDFORD.  SURREY  A  good  salary 
package  awaits  the  right  person 
who  can  develop  the  full  potential 
of  this  busy  community  phar- 
macy. Five  day  week.  Newly 
registered  considered.  Tel: 
Penny  Beck,  0486  412109. 

GRAVESEND.  KENT  -  Pharmacy  manager 
required  for  easily  run  com- 
munity pharmacy.  5V2  day  week. 
Excellent  supporting  staff.  No 
paperwork.  Recently  registered 
considered.  Tel:  0474  533754. 
Mr  Leung. 

ROMSEY  AREA  Manager  required  for 
our  new  rural  pharmacy.  Chall- 
enging position  in  a  beautiful 
country  location  close  to  the  New 
Forest.  Easy  hours,  no  paper- 
work. Telephone  Arun  Sharma, 
0794  22554. 

SLOUGH  -  Manager  for  easily  run 
pharmacy,  suit  newly  registered. 
Top  salary,  5  day  week,  4  weeks 
holiday.  2  bedroom  furnished 
maisonette  available.  06284  73423 
(day),  0753  867254  (eve). 

NEWCASTLE-UPON-TYNE  -  Manager  for 
expanding  company.  5  day  week, 
4  weeks  holiday,  good  supporting 
staff.  Excellent  salary,  ideal  for 
newly  registered  or  established 
pharmacist  to  further  their  car- 
eer. 091-273  8070  (day),  091-284 
8668  (eve). 

NEAR  SWINDON  -  Small  privately  owned 
group  branch  in  Highworth, 
North  Wilts.  Competitive  salary,  5 
day  week,  Three  Saturdays  off  in 
four.  Modern  bright  pharmacy, 
fully  computerised  PMRs.  Eric 
Grubb,  0793  762220,  0793  770079 
(eve). 

DAGENHAM.  E13  -  Manager  or  long- 
term  locum  for  easilv  run  phar- 
macy. Mr  G.  Fung,  tel:  081-592 
1080  (day),  081-989  4782  (eve). 

ISLE  OF  WIGHT  -  Due  to  expansion  and 
phased  retirement,  we  require  1 
full-time  and  1  part-time  man- 
ager. If  you  believe  in  the  exten- 
ded role  of  pharmacy  apply  to: 
Wallv  Dove,  Dove  Chemists,  18 
High  Street,  Newport,  IoW  PO30 
1SS.  0983  522529,  0983  883098 
(eve). 

HEXHAM.  NORTHUMBERLAND  -  Pharmacist 
for  easily  run  pharmacy.  5  day 
week,  no  Saturdays.  Minimum 
paperwork.  Tel:  J.M.  Wells  0434 
603080. 

GRANGEMOUTH  -  Enthusiastic  phar- 
macist for  independent  group. 
Several  years  experience  pre- 
ferred, but  recently  registered 
considered.  Salary  by  negotiation. 
Experienced  support  staff,  mini- 
mal paperwork,  5  day  week, 
pension  scheme.  Accommodation 
away  from  business  could  be 
available.  D.R.  Clark,  031-554 
1551,  031-441  6480  (eve  &  week- 
ends). 

CLEVELAND  -  Pharmacist  to  assist  busy 
surburban  pharmacy  with  PMR. 
Good  salary,  5  day  week,  4  weeks 
holiday,    minimum  paperwork. 


Newlv  registered  considered. 
Tel:  S.  Walker,  0642  245859  or 
0642  787384  (eve). 

MERTHYR  TYDFIL  Required  in  expand- 
ing family  company.  Salary  by 
negotiation.  Position  might  suit 
newlv  registered  person.  Geth- 
ryn,  M.  Thomas  Ltd,  tel:  0685 
59298  or  0685  883171  after  7pm. 

RURAL  KENT  -  Highly  motivated  phar- 
macist required  to  run  a  rural 
pharmacy.  Salary  and  hours  neg- 
otiable. Apply  in  writing  to:  The 
Pharmacy,  Holmesdale  Rd,  South 
Darenth,  Dartford,  Kent  DA4 
9AF.  Accommodation  available 
it  required. 


 LOCUMS  

BACUP.  LANCASHIRE  -  Regular  locum 
required  two  or  three  days  per 
week  for  several  months  from 
September.  Single  small  village 
pharmacy.  Easy  but  interesting. 
Flexible."  Tel:  025  485  4376  or 
07293  413. 

KINGSTON/SURBITON  AREA  -  Locum  re- 
quired for  the  last  2  weeks  in 
August  (19th-30th)  from  9am- 
lpm  only.  Tel:  081-546  0372. 

PURFLEET,  ESSEX  -  Reliable  locum  re- 
quired for  regular  Tuesdays.  Eas- 
ily run  shop  with  light  dispensing, 
9am-5.30pm.  After  August  13, 
1991.  Contact  Mr  Dave,  after  7pm, 
on  0375  384320. 

RAINHAM,  ESSEX  -  Locum  required  any 
two  weeks  in  August  or  Septem- 
ber. Good  supporting  staff.  Tel: 
Avnish  Shah,  04027  24015. 

SALISBURY  -  Full  time  for  summer 
holidays.  Could  suit  newly  regis- 
tered. Accommodation  available. 
Tel:  0722  411775  (day),  0722 
320188  (eve). 

NORTH  SURREY  -  Locum  required  week 
beginning  1st  July.  Easily  run 
pharmacy.  Suit  newly  registered. 
R.  Woodroffe,  081-979  0241. 

WALSALL  -  Regular  locum  required  for 
Sundays,  5-7pm.  Tel:  0922  641313. 


PHARMACISTS  (PART-TIME) 

LONDON  El  -  Pharmacist  required  for 
regular  Sundays  lOam-lpm.  Tel: 
071-480  6796  (until  8pm). 


SITUATIONS  WANTED 

PURLEY,  COULSDON.  CARSHALTON,  WALLINGTON  - 

Pharmacist  available  3-4  days  a 
week  on  regular  basis  or  morn- 
ings only.  Telephone  081-763 
0166. 

LOCUM  -  pharmacist  available  from 
Monday  July  8th  to  August  3rd, 
then  from  August  19th  'til  31st. 
Also  long  term  period  availability. 
Tel:  081-554  2253. 

LONDON/ESSEX  -  Ex-company  superin- 
tendent available  for  daily  or 
weekly  locums  from  July  1st.  Tel: 
081-5i8  6631. 


SOUTH  WALES  AREA  -  Experienced  locum, 
ex-proprietor.  Tel:  0443  791426. 

BATH  -  Experienced  community 
pharmacist  seeks  locum  work 
from  July  1st.  Tel:  0225 
421644  (day),  0225  464277 
(after  6pm). 

CENTRAL  SCOTLAND  -  Experienced  phar- 
macist now  booking  locum  work 
from  7th  August.  Tel:  0324  35350. 

BURY.  LANCS  -  Experienced  pharma- 
cist seeks  full-time  managerial 
position.  Tel:  Colin  Taylor,  061- 
764  0698. 


BUSINESSES  FOR  SALE 

WEST  LONDON  -  Main  road  pharmacy, 
opposite  doctors  surgery.  Turn- 
over £240,000.  NHS  items  1400 
approx  per  month.  Rent  £7,000 
with  low  overheads.  Offers 
£110,000  plus  SAV.  Tel:  071-602 
1406. 

EAST  KENT  -  Established  lock-up  serv- 
ing several  villages,  increasing 
sales  in  5  day  week.  Totally  refur- 
bished in  June  1990  to  comfort- 
able professional  workplace.  T/o 
£270,000,  NHS  2,000,  low  staff 
and  overhead  costs,  goodwill, 
fixtures  &  fittings.  £150,000. 
Property  £45,000,  SAV  £25.000 
approx.  Tel:  0303  812532  7pm- 
9pm. 

RELOCATED  PHARMACY  adjoining  surgery. 
New  fittings.  T/o  £330K,  NHS 
3300  p.m.  Freehold,  goodwill,  fix- 
tures. Offers  around  £235K  + 
SAV.  Tel:  0325  350888. 

NORTH  LONDON,  N17  -  1300  scripts  per 
month.  Takings  £145,000.  For 
quick  sale  £55,000.  Tel:  081-803 
9698  (after  8pm). 


BUSINESSES  WANTED 

MIDDLESEX.  NW  LONDON,  W  LONDON.  HERTS  - 

Pharmacist  seeks  to  acquire 
pharmacy  with  t/o  approx 
£250,000  in  above  areas.  Con- 
fidentiality assured.  Quick 
settlement.  Tel:  081-866  4813. 


FOR  SALE  

TAKIO  blood  pressure  machine.  Less 
than  two  years  old.  Excellent  con- 
dition. One  year  maintenance 
contract.  Price  negotiable.  Tel: 
046274  2250. 

POLAROID  669  silk  instant  film  as  used 
in  Photo  Express  studios.  Save 
yourself  a  packet.  Best  offer  over 
£70.  Tel:  021-554  1670. 

KIS  MAGNUM  Speed  Minilab  for  sale. 
Can  developand  print  35mm.  1 10, 
126  and  Disc  films.  £6.250  ono. 
Tel:  0985  215032,  contact  Mr  K. 
Bartlett. 


 WANTED  

TABLET  COUNTER  K  1.7  or  KL8.  Can 

collect,  reasonable  price  please. 
Tel:  021-554  1670. 
WEIGHING  MACHINE  Adult  beam  model. 
Can  collect.  Tel:  0453  873291 
(Glos). 

POWDER  FOLDER  required.  Tel:  031- 
225  3161. 


1         HOLIDAY  LETS 

LANGUEDOC,  SW  FRANCE  Between  Car- 
casonne  and  Toulouse.  House  in 
medieval  village  to  sleep  up  to 
seven.  Phone:  Corsock  (064  44) 
605. 

FRANCE  Britanny/Normandy  borders. 
Cherbourg  2  hours,  St  Malo  1 
hour.  Newly  converted  farm- 
house. Panoramic  views.  Electric 
heating,  washer,  barbecue.  Sleeps 
eight  in  comfort.  September, 
October  dates  available.  Tel: 
0457  874262. 

LAKE  DISTRICT  Keswick  (near),  heated 
self  catering  bungalows  4-key 
E.T.B.  classification.  Sleep  6 
available  13-20  July  and  sleeping 
4  available  6-13  July.  Children/ 
pets  welcome.  Tel.  Mrs  Jennifer 
Walker  on  0228  24848. 

CENTRAL  LONDON  -  Three  bed  roomed 
furnished  house  for  short  let. 
Sleeps  4-6  people.  Tel:  071-248 
1356  or  071-373  5344. 


Free  once-only  entries  in  "Business  Link"  (maximum 
30  words)  are  restricted  to  community  pharmacy 
subscribers  of  Chemist  &  Druggist.  No  box  numbers 
or  trade  advertisements  will  be  permitted.  Accep- 
tance is  at  the  discretion  of  the  publishers  and 
depends  upon  space  being  available.  Send  your  pro- 
posed wording  to  "Business  Link",  Chemist  & 
Druggist,  Benn  House,  Sovereign  Way,  Tonbridge, 
Kent  TN9  1 KVV.  Include  your  name,  the  full  name  and 
address  of  your  pharmacy,  or  your  personal  registra- 
tion number,  and  a  day-time  telephone  number.  Alter- 
natively, leave  the  details  on  our  special  answering 
service. 

PHONE  24  HOURS  ON  0732  359725 
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North  West  pharmacists  receive  CPDA 


Sixteen  community  pharmacists 
from  the  North  Western  Region 
received  their  Continuing 
Professional  Development  Award 
(CPDA)  certificates  from  Dr 
Alison  Blenkinsopp,  director  of 
the  Centre  for  Pharmacy  Post- 
graduate Education,  recently. 
The  successful  pharmacists 


NPA  video 
wins  award 

A  National  Pharmaceutical 
Association  training  video  has  won 
a  bronze  award  in  the  British 
Medical  Association's  annual 
competition  for  medical  and  health 
videos. 

'  'At  the  counter"  is  the  video 
which  accompanies  the  NPA's 
Medicine  Counter  Assistants 
course.  It  was  made  for  the  NPA 
by  Radcliffe  Medical  Press,  who 
administer  the  MCA  course. 

The  video,  designed  to 
provoke  discussion,  shows  a 
series  of  situations  which  could 
have  been  handled  better.  It 
focuses  on  the  potential  errors 
that  can  be  made  by  untrained 
staff  in  communication,  ethics  and 
counter  practice. 

It  was  commended  for  its 
creative  and  technical  merit  as 
well  as  its  clinical  accuracy  and 
educational  effectiveness. 

Merrell  Dow,  who  sponsor  the 
MCA  course,  said  the  award  was 
"very  welcome  news".  NPA 
director  Tim  Astill  said: 
"Community  pharmacy  is  at  the 
forefront  of  healthcare  and, 
consequently,  all  pharmacy 
support  staff  should  be  properly 
trained.  I  am  delighted  that  'At  the 
counter'  has  won  this  prize.  It  is 
the  best  training  video  I  have  ever 
seen  and  it  reflects  our 
commitment  to  a  high  standard  of 
\service  to  our  members  and, 
through  them,  to  the  public." 
#  Pharmacy  assistants  can  obtain 
funding  for  the  MCA  course 
through  a  number  of  family  health 
services  authorities. 


were  Mrs  I.L.  Hopkinson,  Mrs  V. 
Abell,  Mr  M.C.  Chadwick,  Mrs 

C.  Hardwick,  Mrs  S.J.  Mawson, 
Mrs  G.  McMullan,  Mr  R.J. 
Baker,  Miss  A.  Taraschuk,  Mr 

D.  W.Johnson,  Mrs  J. A.  Butler, 
Mr  A.K.M.  Ahsanullah,  Mrs  G. 
Speak,  MrsJ.S.  Street,  Miss  E. 
Read,  Mr  N.C.G.  Sanghvi,  and 
Mrs  M.D.  Hayden. 

The  scheme  involved 
participation  in  accredited 
continuing  education  modules 


designed  to  meet  the  specialist 
training  needs  of  community 
pharmacists. 

To  gain  the  award,  the 
pharmacists  had  to  achieve  credits 
in  business  management, 
professional  service  development 
and  clinical  therapeutics. 

The  scheme  is  continuing  and 
anyone  intersted  in  participating 
should  contact  Dr  Vic  Standing, 
regional  pharmaceutical  officer,  on 
061-237  2402. 


Dr  Alison  Blenkinsopp  (right)  presents  locum  pharmacist  MrsJ.S.  Street 
with  her  certificate 


SI 


is 

H 


Ron  Irwin  (left),  managing  director  of  Merrell  Dow,  Tim  Astill,  director 
of  the  National  Pharmaceutical  Association  and  Andrew  Bax, 
managing  director  of  Radcliffe  Medical  Press,  are  presented  with  the 
bronze  award  certificate  in  the  BMA 's  annual  competition  for  the  best 
medical  and  health  education  video,  with  their  joint  production  of '  'At  the 
counter" 


Ken  Lorimer  will  be  having  '  'the 
holiday  of  a  lifetime ' '  with  £1,500 
of  Thomas  Cook  travel  vouchers 
won  in  Wellcome 's  winter  display 
prize  draw.  Mr  Lorimer  (right), 
of  Kinfauris  Pharmacy, 
Drumchapel,  Glasgow,  is  seen 
receiving  his  prize  from  Colin 
Hatty,  Wellcome 's  local  district 
supervisor 


Robinson  Healthcare  have  promoted 
Margaret  Winnard  as  assistant  to 
Andrew  Lauder,  helping  with  the 
development  of  new  products. 
Lloyd  Davies  has  been  appointed 
national  sales  and  marketing 
manager  at  Paul  Murray  Ltd.  He 
joined  the  company  in  1988  as  a 
sales  representative  for  Wales. 
Martindale  Pharmaceuticals  have 
created  a  new  hospital  sales  team. 
Mr  Bev  Davies  has  been  made 
field  sales  manager.  The  sales 
team  comprises  David  Barber 
(North  Western,  Trent, 
Yorkshire),  George  Bonner 
(Mersey,  West  Midlands),  Erica 
Lynham  (South  Western, 
Wessex),  Brian  Gwyther 
(Oxford,  NW  Thames,  SW 
Thames),  Janet  Berry  (E  Anglia, 
NE  Thames,  SE  Thames). 


Typesetting  and  graphics  by  Magset  Ltd,  Sidcup.  Kent.  Printed  by  Riverside  Press  Ltd,  St  Ives  pic,  Whitstable,  Kent.  Published  by  Benn  Publications  Ltd,  Sovereign  Way,  Tonbridge,  Kent  TN9  1RW. 
Registered  at  the  Post  Office  as  a  Newspaper  21  /19/16s  Contents  ©  Benn  Publications  Ltd  1991.  All  rights  reserved.  No  part  of  this  publication  may  be  reproduced,  stored  in  a  retrieval  system  or  transmitted  in, 
any  form  or  by  any  means,  electronic,  mechanical,  photocopying,  recording  or  otherwise  without  the  prior  permission  of  Benn  Publications.  Benn  Publications  Ltd  may  pass  suitable  reader  addresses  to  other  relevant 
suppliers.  If  you  do  not  wish  to  receive  sales  information  from  other  companies,  please  write  to  Fraser  Murdoch  at  Benn  Publications  Ltd. 
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THE  NATIONAL  EXHIBITION 
FOR  TODAY'S  MODERN  PHARMACIST 

Wembley  Exhibition  Centre, 
London 

29  and  30  September  1991 


Ha 


Chemex  '91  will  be  staged  at  the  brand  new  Wembley  Exhibition  Centre,  easily 
accessible  by  public  and  private  transport,  with  parking  for  over  2000  cars.  Access  to  all 
major  routeways  could  not  be  easier  -  M25,  Ml,  M40,  M3,  M4  are  all  close  by. 
The  show  itself  offers  todays  modern  pharmacist  the  best  ever  opportunity  to  see, 
discuss  and  experience  all  the  very  latest  in  retail  pharmacy. 
Exhibitors  from  every  part  of  the  industry  will  be  at  the  show  including: 

Pharmaceuticals  Photography 

Toiletries  Babycare 

Cosmetics  Shop  Fitting  Products 

Fragrancies  Computer  and  Software  solutions 

NPA  Village  -  more  NPA  Suppliers  than  ever  before 

New  for  Wembley  this  year! 

*  A  special  fully  staged  Advisory  and  Demonstration  Area,  featuring  hourly 
demonstrations  and  shows  for  pharmacists  and  counter  assistants.  A  packed  events 
diary  will  include  vital  topics  for  today's  Pharmacy  -  Staff  Training,  Sales  Techniques, 
Product  Knowledge,  Counter  Prescribing  and  many  more! 

*  Discount  Vouchers  -  money  off  voucher  scheme  with  orders  placed  at  the  show.  Save 
the  cost  of  your  visit. 

*  Weekend  Breaks  -  travel  accommodation  and  theatre  at  low  prices.  See  the  show 
and  thoroughly  enjoy  yourself! 

Today,  more  than  ever,  the  modern  pharmacy  has  to  be  an  efficient,  well  run  and 
profitable  business.  A  visit  to  Chemex  '91  offers  the  best  opportunity  to  make  sure  it  stays 
that  way. 

Telephone  081-302  7215  or  complete  and  return  the  coupon  for  your  complimentary 
tickets. 


r 


Please  send  me 


\  AMI: 


free  tickets  for  Chemex  '91 


COMPANY . 


ADDRESS 


POSTCODE  - 


Please  lick  as  required 


29-30  SEPTEMBER  1991 
WEMBLEY  EXHIBITION 
CENTRE  WEMBLEY 


Please  send  me  discount 
vouchers  to  be  used  .it  Chemex  '91 


□ 


1  am  interested  in  mi 
on  Special  Weekend 


ore  information  I  I 
Breaks  I  I 


MGB  Exhibitions  Ltd,  Marlowe  House.  109  Station  Road,  Sidcup,  Kent  DAIS  7ET 
Telephone  081  502  7215 
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HEALTH  FOR  TRAVELLERS 


Make  sure  your  customers  are  prepared  for  their  holidays  with  community  pharmacist  Jeremy 
Clitherow's  guide  to  healthcare  on  the  move,  plus  advice  on  getting  treatment  in  Europe 


8 


ONCE  BITTEN,  REACH  FOR  THE... 


Don't  get  caught  out  this  Summer  by  the  six-legged  perils,  read  our  Over  the  Counter  guide  to 

treating  bites  and  stings 
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NEW  SERIES:  SELLING  SKILLS  1  -  SELLING  YOURSELF 


In  the  first  article  of  a  six  part  series,  training  consultant  Eric  Hunter  looks  at  the  most 
important  commodity  in  the  selling  process. . .  you 
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BEAUTY  BASICS...  SUNCARE 


We  cut  through  the  minefield  of  UVA,  UVB  and  SPFs  in  a  no-nonsense  rundown  to  healthy 

tanning,  whatever  your  skin  type. . . 
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HAVE  YOU  GOT  ANYTHING  FOR... 


. . .  but  just  in  case  your  customers  overdo  it,  join  Maggie  Maladie  and  find  out  what  to 
recommend  for  a  case  of  sunburn 
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GIVE  YOUR  WINDOW  A  TRAVEL  THEME 


Summer  provides  an  excellent  variety  of  themes  for  a  topical  shop  window.  Designer  Beverly 

Fuller  provides  some  inspiration 


24 


SHOWCASE 


Two  pages  of  the  latest  on-shelf  news,  including  a  new  aid  to  help  those  wishing  to  give  up 
smoking,  and  an  advanced  home  pregnancy  test 


1 .  The  World  Health  Organisation  has  decided  that  June  27  is 
what  day? 

2.  Dendron's  new  Ibuleve  gel  is  the  first  topical  over  the  counter 
painkiller  to  contain  what? 

3.  Which  provides  more  protection  SPF3,  SPF6  or  SPF15? 

4.  The  Anopheles  mosquito  carries  which  disease? 

5.  Hyoscine  will  be  found  in  OTC  products  for  which  holiday- 
related  problem? 

6.  What  three  attributes  does  Eric  Hunter  say  make  up  the  selling 
triangle? 

7.  Which  anti-smoking  aid  has  just  become  available  over- 
the-counter? 

8.  Which  cartoon  character  does  Beverly  Fuller  suggest  might  be 
used  to  illustrate  an  American  theme  in  a  shop  window? 

9.  Which  UV  rays  cause  the  skin  to  burn,  UVA  or  UVB? 

10.  Which  form  are  you  recommended  to  carry  with  you  in 
European  Community  countries  to  ensure  you  get  reciprocal 
health  treatment? 


£250  to  be  won 

£25  prizes  will  go  to  the  senders  of  the  first  ten  correct 
entries  opened  after  the  closing  date 

The  answers  to  the  ten  questions  in  this  month's  Quiz  can  be  found 
in  this  issue  of  Over  the  Counter.  Write  your  answers  on  a  piece  of 
paper  or  a  postcard,  add  your  name  and  pharmacy  address  and  send 
it  to  the  address  below.  Entrants  must  be  assistants  employed  in  a 
registered  pharmacy  for  a  minimum  of  six  hours  in  a  normal  week. 
Only  one  entry  is  allowed  from  any  one  person.  The  answers  and 
names  of  the  winners  will  appear  in  the  next  issue  of  Over  the 
Counter. 

Closing  date  for  entries:  Monday,  JlMe  10 

Send  your  answers  to:  Quiz  No  10  Over  the  Counter,  Chemist  &  Druggist,  Benn 
House,  Sovereign  Way,  Tonbridge,  Kent  TN9  1RW. 


Last  month's  winners 

Sally  Blackmore,  Boots  The  Chemist,  31  The  Mall,  Bexleyheath,  Kent.  Sue 
Martin,  Gregory  Pharmacy,  54  High  Street,  Trumpington,  Cambs.  Miss  J 
Reaney,  A  Steeples  Chemist,  202  White  Lane,  Gleadless,  Sheffield.  Miss 
M  Clark,  Clark  Care  Group,  449  Tonbridge  Road,  Maidstone,  Kent.  Judith 
Ellis,  Boots  The  Chemist,  72-80  High  Street,  Prestatyn.  D  Saunders  Boots 
The  Chemist,  17  Toll  Gavel,  Beverley,  North  Humberside.  G  Mills,  G  W 
Yates  Chemist,  389  Brinnington  Road,  Stockport,  Cheshire.  Linda  Moores 
Cory  Pharmacy  Ltd,  166-168  High  Road,  East  Finchley,  London  N2.  Miss 
AKHallett  W 1  Dove,  18  High  Street,  Newport,  Isle  of  Wight.  Alison  Brown 
D  M  Wood  (Chemist),  9-11  Invervrie  Road,  Bucksburn,  Aberdeen.  The 
answers  revealed  in  the  Wordsearch  were  Rapolyte,  Oxy ,  Resiston  One, 
Valderma  Active  and  Rap-eze. 
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Liverpool  comunity 
pharmacist  Jeremy 
Clitherow  suggests  a 
little  careful  healthcare 
planning  can  save  a  lot 
of  pain  at  a  holiday 
destination 


After  the  apprehension  and 
excitement  of  the  short  and 
long-term  planning  of  a  holiday, 
it's  a  pity  for  a  trip  to  marred  by 
illness  because  of  an  absence  of 
forethought.  A  holiday  is 
invariably  well-researched  and 
documented.  How  often  can  that 
be  said  of  the  healthcare 
planning  schedule?  Advise 
customers  that  a  do-it-yourself 
guide  to  health  promotion  and 
illness-prevention  while  away 
deserves  pride  of  place 
alongside  tickets,  timetables, 
reservations  and  insurance 
certificate. 

One  sensible  system  would 
be  to  write  down  the  various 
precautions,  do's  and  don'ts, 
conditions,  symptoms  and 
remedies  on  blank  postcards  and 
keep  those  with  the  travel 
documents.  In  a  crisis  it  is  so 
easy  to  forget  your  own  blood 
group  and  the  work  telephone 
number  of  your  next  of  kin.  But 
think:  what  would  happen  in  an 
emergency  if  you  were 
unaccompanied  and 
unconscious? 


Apprehension  and 
panic 

Apprehension,  nervousness  and 
excitement  can  be  considered 
together.  In  the  case  of  the 
former,  talking  the  problem  out 
will  very  often  resolve  the 
situation.  In  severe  cases,  the 
doctor  may  need  to  be  consulted 
and  a  short  course  of  a  few 
tablets  prescribed. 

There  are  currently  reports 
of  a  "panic-pack"  of  tablets  for 
people  who  suffer  panic  attacks 
while  travelling.  The  very  fact  of 
having  the  medication  available 
and  in  the  suitcase  helps  some 
patients. 

Nervousness  and  excitement 
are  less  serious  and  often 
respond  to  counselling.  Children 
can  be  calmed  by  soothing  talk, 
adults  by  explanation. 

Excitement  should  be 
regarded  as  a  bonus  and  only 
when  it  interferes  with  sleep 
should  it  be  considered 
troublesome  and  need  attention. 
It  is  well  worth  remembering 
that  certain  of  the  older 
antihistamines  have  pronounced 
sedative  properties,  in  addition 
to  their  travel  sickness 
protective  properties.  Again, 
short-term  intermittment 
therapy  only  when  required 
should  be  the  case. 

Motion  sickness 

Travel  sickness  occurs  on  land, 
sea  and  in  the  air.  It  is  known 
that  the  semicircular  canals 
within  the  middle  ear,  together 
with  eyesight,  are  involved.  It 
seems  likely  that  sickness  occurs 


when  the  signals  the  brain 
receives  from  the  fluid-filled 
semicircular  canals  conflict  with 
that  seen  by  the  eyes. 

For  example,  children  sitting 
on  the  back  seat  of  a  car  can  see 
only  an  apparently  stationary 
object  —  the  back  of  the  seat  in 
front.  Meanwhile,  the 
semicircular  canals  of  the  ear 
sense  the  motion  of  the  car 
round  corners  etc.  Put  the  child 
on  a  booster  seat  so  they  can  see 
the  movement  as  well  as  sense  it 
and  the  car  sickness  disappears 
because  the  conflicting  signals 
are  resolved. 

The  symptoms  of  motion 
sickness  are  nausea,  headache, 
vertigo  and  vomiting.  Treatment 
is  twofold.  The  first  is  harm 
reduction  by  avoiding  the 
disturbance.  For  instance,  on  the 
sea,  stay  near  the  centre  of  the 
ship,  lie  down  and  remain  still 
and  quite.  Doing  this  will 
minimise  the  disturbance  of  the 
inner  ear.  The  eyes  should  be 
relaxed  and,  if  possible,  focussed 
on  a  distant,  rather  than  near 
object,  so  reading  should  be 
discouraged. 

There  are  two  main  types  of 
OTC  travel  sickiness  remedy. 
Hyoscine  reduces  the 
susceptibility  to  motion  sickness 
and  has  the  advantage  of  being 
effective  within  30  minutes. 
Side-effects  are  generally  minor, 
but  include  drowsiness,  blurred 
vision  and  dry  mouth.  Hyoscine 
should  not  be  taken  by  people 
with  glaucoma  and  used  with 
caution  in  the  elderly  as  it  can 
cause  urine  retention. 

The  antihistamines, 
though  slightly  less  effective  than 


hyoscine  are  still  very  useful. 
Drowsiness,  impairment  of 
driving  ability  and  an  interaction 
with  alcohol  are  common  factors 
in  all  older  generation 
antihistamines,  including 
cinnarizine,  dimenhydrinate  and 
promethazine. 

Heat  disorders 

It  takes  a  while  for  the  body  to 
become  acclimatised  to  a 
different  temperature  and 
humidity.  Individuals  who  have 
never  experienced  the  difference 
frequently  overdo  the  exposure 
and  suffer  accordingly.  The  very 
young,  the  very  old,  those  who 
have  never  been  abroad,  and 
those  under  the  influence  of 
alcohol,  are  the  most  likely  to 
suffer. 

Sunburn  is  caused  by  the 
action  of  the  ultraviolet  band  of 
light  in  normal  sunlight  on 
unprotected  skin.  As  we  tan,  we 
produce  a  protective  brown 
pigment  called  melanin  within  the 
skin.  Excessive  exposure  before 
this  melanin  is  deposited  will 
caused  damage.  At  first,  there 
will  be  reddening,  but  added 
exposure  there  brings  burning, 
blistering  and  tissue  destruction. 
Sunscreening  plus  gradual 
exposure  is  the  sensible  option. 

Heatstroke  is  a  medical 
emergency  and  is  brought  about 
by  a  failure  of  the  body's 
temperature  regulating 
mechanism.  The  sufferer 
becomes  confused,  delirious, 
unco-ordinated  and,  if  able  to 
speak,  will  describe  headache 
and  feeling  dreadful.  The 

continued  on  p6 


Over  the  Counter  June  1991 


A  supplement  to  Chemist  &  Druggist 


Many  things  can  spoil  a  holiday.  But  you  can 
make  life  a  little  easier  for  your  customers. 

Do  them  a  favour  by  stocking  up  on  some  useful 
holiday  medicines  they  may  need  to  get  the  most  out 
of  their  annual  break: 

•  Anthisan  -  a  fast-acting  treatment  for  insect  bites  and 
stings 

•  Avomine  -  a  one-a-day  tablet  to  prevent  travel 
sickness 

•  Brulidine  -  a  powerful  antiseptic  cream  for  holiday 
cuts  and  grazes 

By  ordering  now,  you  can  take  maximum 
advantage  of  seasonal  sales  opportunities  at  a  time 
when  terms  are  at  their  best. 

For  further  information,  please  telephone 
0509  611001  ext.  45212  or  contact  your  Fisons 
Consumer  Health  representative. 

Now  all  we  need  is  good  weather. 


condition  progresses  through 
delirium  to  coma  and  death.  The 
sweating  mechanism  fails,  and 
the  temperature  continues  to 
rise  unchecked.  Rapid  cooling  is 
essential.  Cold  sponging, 
spraying  with  cold  water  and  the 
use  of  electric  fans  will  help.  It 
cannot  be  over-emphasised  that 
this  is  a  medical  emergency  and 
requires  immediate  medical 
attention. 

Heat  exhaustion  may  occur 
for  two  reasons  —  salt  deficiency 
or  excessive  sweating.  The 
remedy  for  the  former  is  to 
replace  particularly  the  sodium 
chloride  but  also  the  other 
electrolytes  lost  by  the  body,  and 
for  the  latter  to  rehydrate  and 
cool  the  body.  (This  non  salt- 
deficiency  heat  exhaustion  is 
associated  with  prickly  heat  and 
is  often  characterised  by 
localised  sweating  on  the  face , 
armpits  and  sometimes  the 
hands  and  feet). 

Skin  protection 

The  skin  is  the  largest  organ  of 
the  body  and  yet  is  often  the 
most  neglected.  It  is  taken  for 
granted,  abused  by  detergents, 
wind  and  grit,  abraded,  bruised, 
cut,  burnt  and  punctured.  On 
holiday,  the  environment  may 
well  be  even  more  hostile ,  with 
extremes  of  heat  or  cold,  bone 
dry  winds  and  abrasive  sand. 

The  sun  ravages  the  skin,  to 
the  extreme  of  the  development 
of  skin  cancers.  Less  permanent 
but  also  disfiguring  are  the  scars 
and  blemishes  left  after  severe 
blistering.  Sunburn  itself  is 
painful  but,  fortunately,  prevents 
the  sunworshipper  from  doing 
more  damage.  Skin  dehydration 
takes  places  in  the  sun  and  is 
compounded  by  the  action  of  the 
sea,  swimming  bath  water,  salt 
and  the  wind. 

Prudence  in  exposure  until 
tolerance  to  the  sun  has  been 
developed,  appropriate  barrier 
creams,  moisturisers  and 


copious  applications  of  aftersun 
will  help  keep  the  skin,  at  the 
end  of  the  holiday,  still  soft, 
shining,  supple  and  intact. 

Holiday  diarrhoea 

So  much  valuable  holiday  time 
and,  therefore,  money,  is  wasted 
by  travellers  who  find 
themselves  confined,  for  days  on 
end,  to  the  bathroom  in  the 
hotel.  Approaching  50  per  cent 
of  travellers  are  afflicted  in  this 
way  —  many  avoidably! 

To  recap  on  previous 
articles,  the  modern  treatment  of 
choice,  particularly  in  children,  is 
rehydration  plus  electrolyte  and 
mineral  replacement.  There  is 
almost  no  use  for  antibiotic 
therapy  for  holiday  diarrhoea. 
The  incidence  of  sensitive 
bacteria-related  gastro-intestinal 
disturbance  is  almost  nil. 

The  preferred  treatment 
comes  as  packeted,  sometimes 
flavoured,  powders  which  are 
dissolved  in  water  and  taken  as  a 
drink.  It  is  important  to  be  sure 
of  the  quality  of  the  water  being 
used.  Bottled  water  is  safest. 

Under  no  circumstances  trust 
ice  cubes.  At  best  they  will  have 
been  made  from  tap  water,  at 
worst  from  highly  infected 
sources. 

First  aid 

A  properly  equipped  first  aid  kit 
is  worth  its  weight  in  gold.  A 
little  planning  and  minor  content 
variation  may  be  necessary  to 
tailor  the  basic  unit  to  cater  for 
the  differences  between  the 
arctic  and  the  tropics,  but  the 
basics  are  common  to  both. 

A  family  kit  should  be  housed 
in  a  secure  outer  and  contain  a 
contents  list.  The  outer  need  not 
be  the  solid  tin  box  usually 
associated  with  the  first  aid  kit 
and  stamped  with  a  red  cross  — 
a  soft-topped  zippered  wash  bag 
of  rectangular  design  is  quite 
sufficient.  The  contents  list  is  a 


must.  With  use,  items  will  be 
taken  out  and,  because  we  are  all 
human,  will  not  be  replaced. 
Then  the  adage  "out  of  sight  out 
of  mind"  becomes  so  true. 
Another  advantage  of  the  list  is 
that  an  overlooked  item  can  be 
added,  with  the  benefit  of 
hindsight. 

Consider  including:  an 
eyebath;  plasters;  bandage; 
adhesive  tape;  non-adherent 
dressings;  antiseptic  cream; 
disinfectant;  anti-inflammatory 
painkillers;  diarrhoea  remedies; 
travel  sickness  tablets; 
antihistamines;  sunburn  cream; 
aftersun;  skin  barrier;  ultra  violet 
lip  barrier  and  a  packet  of 
tissues.  All  basic  essentials. 

Instruments  for  minor  repairs 
are  advisable.  A  good  pair  of 
sharp  surgical  scissors,  a  good 
pair  of  tweezers  and  a  needle 
(for  splinters  —  not  suturing!) 
may  never  be  used,  but  without 
them  you  would  be  lost.  Forget 
cheap  instruments,  the  tweezer 
tips  never  meet  and  the  scissors 
will  not  cut  cleanly.  Choose  good 
ones  from  your  pharmacy. 

Pre-injection  swabs  contain 
alcohol  and  are  packed  in  small 
blisters  or  envelopes.  They 
represent  very  useful  additions 
to  the  kit.  Again,  not  for  their 
original  purpose,  but  as  small 
swabs  for  cleansing.  Cotton  buds 
are  useful  too. 

Butterfly  plasters  are 
invaluable.  As  their  name 
implies,  they  are  shaped  like  a 
butterfly.  The  "wing"  goes  on 
one  side  of  the  cut,  the  body  — 
the  thin  part  —  goes  across  the 
cut  itself,  and  the  other  wing 
goes  on  the  opposite  side.  The 
lips  of  the  wound  are  thus  held 
together,  under  slight  tension.  In 
an  emergency,  they  can  be  life- 
saving,  but  for  first  aid  purposes 
they  are  very  useful.  Do 
remember,  however,  that  the 
wound  must  be  scrupulously 
clean,  or  you  will  be  sealing  in 
the  debris  and  closing  the  wound 
over  an  infection. 


Sex  on  holiday 

Unprotected  sex  while  away  on 
holiday  is,  these  days,  a  bit  like 
Russian  roulette.  Unprotected 
sex  could  prove  equally  fatal. 

With  the  risk  of  HIV,  AIDS, 
syphilis,  gonorrhoea,  herpes, 
genital  warts  and  non-specific 
urethritis,  it  is  perhaps  surprising 
any  sexual  activity  takes  place 
between  holiday  makers.  Barrier 
contraceptives  offer  some 
protection.  The  Pill  and  the  coil 
offer  none,  though  they  do,  of 
course,  protect  against 
unwanted  pregnancy. 


Summary 

Planning  for  health  is  an  integral 
part  of  a  holiday.  Your  customers 
should  think  of  the  time  spent  as 
an  investment  and  the  outcome 
as  the  dividend.  Gone  will  be 
wasted  days  confined  to  the 
bedroom,  suffering  the 
indignities  and  agonies  of 
traveller's  diarrhoea,  motion 
sickness  and  sunstroke.  In  their 
place  will  be  long  blissful  days  of 
restful  holiday,  exciting  night  life, 
and  peaceful  sleep. 

Returning  home,  the  prudent 
health  conscious  traveller  will  be 
happy,  healthy,  refreshed  and 
intact. 


Some  OTC  travel  sickness 
remedies 

Product  Ingredient 

Avomine  promethazine 
Dramamine  dimenhydrinate 
Joyrides  hyoscine 
Kwells  hyoscine 
Marzine  RF  cinnarizine 
Nelsons  homoeopathic 
Sea-legs  meclozine 
Stugeron  cinnarizine 


Handy 
witch  hazel 

1  °nthespot^  -  * 


yy  to  m& 

Ideal  for  Holiday  Travel! 

Unique  Witch  Hazel  preparations 
for  immediate  relief  of 
irritated  skin 

For  skin  irritations,  itching, 
sunburn,  minor  burns  and 
insect  bites 


Ethichem  Ltd.,  2  Mansfield  Road 
South  Croydon,  Surrey  CR2  6HN 
Telephone  081-688  1018  Fax:  081-686  0471 


Answer  six  sensitive 
questions  and  win  £  1 2  5 
travel  vouchers  with 
Micropore  Plasters 


Micropore 


LOW  ALLERGY  ADHESIVE 
FOR  SENSITIVE  SKIM 


Micropore 


PLASTER  STRIP 
LOW  ALLERGY  ADHESIVE 
FOR  SENSITIVE  SKIN 


Micropore 


PLASTERS 
LOW  ALLERGY  ADHESIVE 
FOR  SENSITIVE  SKIN 


Spring  and  Summer  are  the  height  of  the  season  for  cuts,  bumps  and  bruises 
and  since  this  is  when  most  people  are  either  gardening  or  enjoying  outdoor 
pursuits,  its  hardly  surprising  that  pharmacies  will  see  a  rise  in  demand  for 
plasters  at  this  time  of  the  year. 

Many  people,  however,  are  unable  to  use  ordinary  first  aid  tape  or  plasters, 
due  to  the  discomfort  or  even  allergic  reactions  that  ordinary  first  aid  tape  or 
plasters  can  cause.  The  problem  can  apply  to  all  age  groups.  From  small 
children  and  older  people  with  delicate  skins,  to  the  millions  of  people  who 
suffer  from  common  skin  complaints,  such  as  eczema,  the  issue  of  sensitive 
skin  calls  for  a  special  kind  of  plaster.  So,  3M  Health  Care  Limited  has 
developed  Micropore  plasters,  the  first  plaster  specifically  created  for  delicate 
or  sensitive  skins. 


Micropore  plasters  use  a  low-allergy  adhesive  and  are  based  on  the  well- 
known  Micropore  tape  which  has  an  excellent  reputation  amongst  health  care 
professionals  as  a  particularly  gentle  tape  suitable  for  even  the  most  sensitive 
skin  types.  The  plasters  are  microporous,  allowing  the  skin  to  breath  freely 
and  helping  the  wound  to  heal  naturally,  while  avoiding  irritation  or 
discolouration  of  the  healthy  surrounding  skin.  Suitable  for  the  youngest  to 
the  most  senior  member  of  the  family,  Micropore  plasters  give  excellent 
protection,  with  a  comfortable,  absorbent  pad  to  cushion  the  wound.  Their 
natural  skin  tone  blends  discreetly  into  most  skin  types  and  removal  is  virtually 
painless  —  leaving  no  sticky  residue. 

Micropore  plasters  were  developed  to  offer  consumers  all  they  had  come 
to  expect  from  Micropore  tape  but  in  a  plaster  form  making  it  particularly 
suitable  for  young  and  old  alike.  The  plasters  are  available  only  through 
pharmacies  in  the  following  formats;  20  plasters  (10mm  x  72mm)  pack;  30 
assorted  plasters  and  1  metre  plaster  strips. 

in  consumer  tests  organised  by  3M  Health  Care,  reactions  both  to  the 
product  and  the  brand  name  have  been  very  positive.  And  since  their 
introduction,  in  1989,  the  continued  sales  growth  is  proof  that  Micropore 
plasters  are  the  suitable  solution  for  sensitive  skins.  So,  next  time  your  faced 
with  a  sensitive  question  —  remember  Micropore  plasters! 


The  Competition 

The  first  six  correct  entries  will  be  drawn  on  June  26. To  enter  the 
competition  just  answer  the  following  questions: 

1.  Micropore  plasters  are  based  on  which  well  known  product  from 
3M  Health  Care? 

2.  What  unique  feature  of  Micropore  plasters  makes  them  suitable  for 
people  who  suffer  allergic  reactions  to  ordinary  first  aid  tape? 

3.  Why  do  Micropore  plasters  allow  the  skin  to  breathe  freely? 

4.  Name  one  common  skin  complaint  where  you  would  recommend  the  use 
of  Micropore  plasters? 

5.  During  which  seasons  would  you  advise  customers  to  keep  an  extra 
pack  of  plasters  in  their  first  aid  kit? 

6.  How  many  different  pack  sizes  are  there  of  Micropore  plasters? 

Name/position:   

Pharmacy  address:   

Signature:   

Send  your  entry  to  Micropore  Plasters  competition,  Over  the  Counter,  Benn 
Publications,  Sovereign  Way,  Tonbridge,  Kent,  TN9  1RW. 

The  Prize 

3M  Health  Care  Ltd  are  offering  six  lucky  winners  £125  worth  of  travel  gift 
vouchers  from  Pick  fords  Travel  Service  Ltd.  The  vouchers  can  be  used  as 
whole  or  part  payment  on  a  number  of  services  offered  by  Pickfords  Travel 
from  rail  travel  and  car  hire  to  hotel  accommodation  and  flights,  package 
lours  and  luxurv  cruises. 


Rules 

/.  The  judges'  decision  is  final 

2.  All  entries  must  be  mailed  to  the  competition  address  to  arrive  by  June  25 

3.  Winnerrs  will  be  notified  by  post  within  a  fortnight  of  the  closing  date. 

4.  Employees  of 3M  Health  Care  and  Benn  Publications  and  their  families  are  not 
eligible  to  enter.  Only  one  entry  per  person. 

5.  Entries  will  be  restricted  to  persons  over  the  age  of  18. 

6.  The  promoter  is  3M  Health  Care  Limited,  3M  House,  Morely  Street, 
Loughborough,  Leicester,  LEI  I  1EP. 

7.  No  cash  alternatives  will  be  offered. 

8.  A  list  of  winners  will  be  available  from  3M  Health  Care  Limited. 


Health  care  and  the 

eaii  Community 


It's  easy  to  plan  ahead  for  the 
minor  health  problems  you  might 
suffer  from  while  abroad,  but  it's 
as  well  to  be  prepared  for 
accidents  or  illnesses  too. 

It's  foolish  to  travel 
anywhere  outside  the  UK 
without  private  medical 
insurance,  though  with  a 
National  Health  Service  that 
provides  free  emergency 
treatment  on-the-spot,  it's  easy 
for  UK  citizens  to  forget  that 
others  abroad  are  not  so 
fortunate.  In  Greece  and  Spain 
particularly,  private  medical 
insurance  is  a  must.  Drivers  too, 
who  may  not  be  covered  for 
medical  treatment,  are  advised 
to  check  with  insurance 
companies  or  motoring 
organisations  before  leaving. 

Aside  from  insurance  cover, 
reciprocal  health  services  are 
also  available.  All  countries  in 
the  European  Community  offer 
some  form  of  emergency 
medical  care  on  the  same 
conditions  as  for  their  own 
nationals.  Not  all  services  are 
free,  but  they  are  cheaper  than 
private  treatment. 

If  travelling  within  the  EC , 
ask  at  any  Post  Office  for  Form 
El  11  which  details  the 
arrangements.  It  comes  with  a 
booklet  containing  further  infor- 
mation and  notes  for  completing 
it.  UK  citizens,  Community 
nationals,  stateless  persons  and 
refugees  are  eligible. 

Even  with  Form  E 1 1 1 ,  the 


Department  of  Health 
recommends  travellers  take  out 
adequate  travel  insurance  to 
cover  medical  costs,  pointing  out 
that  local  coverage  is  not  always 
as  comprehensive  as  in  the  UK, 
and  the  cost  of  transport  back  to 
the  UK  is  never  covered. 

What  you  get 

Reciprocal  medical  care  in  the 
Community  applies  to  short-stay 
visitors  on  holiday,  on  family 
visits,  or  on  short  business  trips. 
Treatment  is  limited  to 
emergency  illness  or  accidents. 

Medical  treatment  is  normally 
free  in  Denmark,  Germany, 
Greece,  Ireland,  Italy,  The 
Netherlands  and  Spain.  In 
addition  dental  treatment  is  free 
in  Germany  and  Ireland,  and 
hospital  treatment  is  free  in 
Portugal. 

In  the  other  EC  countries  — 
Belgium,  France  and 
Luxembourg  —  there  are 
charges  for  all  treatment.  Where 
free  treatment  is  not  indicated 
above  expect  charges,  including, 
everywhere  except  Ireland,  for 
prescribed  medicines. 

Costs  will  be  reimbursed  in 
full  or  in  part  depending  on 
individual  national  schemes.  Full 
details  are  included  on  Form 
Elll. 

Travellers  should  carry  the 
Elll  around  with  them,  kept  in  a 
safe  place  with  the  holder's 
passport. 


CUlH! 


Being  stung  by  a  wasp  or  bee  can 
be  a  painful  experience  and  for 
some  people,  a  fatal  one. 
Luckily,  insects  do  not  sting  for 
fun  and  generally  have  to  be 
provoked  into  action  by  an 
apparent  threat.  This  is 
particularly  true  in  the  case  of 
the  honey  bee,  as  the  barbed 
sting  remains  in  the  skin 
together  with  much  of  the  bee 
itself,  which  therefore  dies  in  the 
process  of  stinging. 

In  case  of  a  sting  by  a  bee, 
the  first  action  must  be  to 
remove  the  sting  without 
causing  further  venom  to  enter 
the  skin  from  the  poison  sac 
which  can  generally  be  seen  at 
the  tip.  The  skin  should  be 
depressed  and  the  sting 
' '  scratched  "  out  gently  from 
one  side.  You  may  in  your 
pharmacy  sell  special  "sting 
removers ' ' ,  which  can  be 
purchased  for  a  first  aid  kit. 

Traditional  remedies  for  bee 
and  wasp  stings  include  ice  and 
cold  compresses  or  sodium 


bicarbonate  solution  for  bees  and 
vinegar  for  wasps.  Over  the 
counter  remedies  which  are 
effective  include  calamine  lotion, 
because  of  its  cooling  and 
soothing  properties,  menthol, 
which  is  also  cooling,  and  local 
anaesthetics. 

Histamine  is  known  to  be 
released  in  the  skin  after  a  sting, 
so  antihistamine  creams  or 
tablets  may  be  effective  in 
reducing  the  swelling.  Over  the 
counter  hydrocortisone  cream  is 
also  indicated  for  the  treatment 
of  insect  bites  and  stings.  It  is 
particularly  useful  when  the 
sting  has  caused  inflammation, 
though  it  is  not  recommended 
for  children  under  ten.  One 
unusual  product  is  Stingose, 
which  contains  aluminium;  this  is 
said  to  break  down  the  toxins  in 
insect  venom. 

Severe  reactions 

A  small  minority  of  the 
population  experience  severe 


The  effective  and  convenient  deterrent 
against  biting  and  stinging  insects 


KepelUnt  Wipe* 

Instant  protection  for 
holidays  abroad  and  all 
outdoor  pursuits. 


□  Moist  lemon  scented  wipes  containing  natural 
pyrethrum  to  protect  for  up  to  8  hours  against  midges, 
mosquitoes  and  other  biting  and  stinging  insects. 


Attractively  boxed  in  10's  for  impulse 
purchase  or  recommendation. 

Available  through  your  usual 
wholesalers  or  direct  from 
M\  TOR  BET  LABORATORIES  LTD 
v]Bp  Broughton  House,  Earl  Street,  Maidstone, 
Kent  ME14  1PF 
Telephone:  0622-762269 
Telex:  965194  LEGAT  G    Fax:  0622-764046 
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reactions  to  insect  stings.  The 
most  common  type  of  reaction 
appears  as  an  asthma-type 
difficulty  m  breathing.  Others 
experience  a  skin  rash  with 
nausea  and  vomiting,  dizziness 
and  fainting.  Anyone  who  has 
suffered  such  a  reaction  should 
seek  immediate  medical 
attention  if  stung  and  the 
reaction  happens  again.  Such 
people  may  include  extra  items, 
such  as  an  an  adrenaline  inhaler, 
in  their  first  aid  kit. 

They  may  also  be  offered  a 
series  of  desensitising  injections. 
The  aim  of  the  course  is  to  raise 
the  number  of  antibodies  in  the 
blood,  but  because  it  uses  a 
"challenge"  with  the  venom  that 
causes  the  problem  in  the  first 
place,  it  can  be  a  hazardous 
procedure  and  is  only  undertaken 
by  specialists  who  have  full 
emergency  facilities  available. 

Other  stings 

Sea  creatures  can  be  a  further 
holiday  hazard.  Jellyfish  are 
generally  harmless  with  stings 
that  cause  local  pain  and  redness. 
Most  OTC  bite  and  sting 
remedies  are  also  recommended 
for  jellyfish  stings. 

However,  there  are  one  or 
two  nasties  out  there.  Death  has 
followed  stings  from  the 
Portuguese  man-of-war,  but 
they  are  rarely  seen  around  the 
UK  coastline.  The  most 
dangerous  jellyfish  can  be  found 


on  the  other  side  of  the  world. 
The  sea  wasp,  or  box  jellyfish 
found  off  North  East  Australia 
has  a  particularly  nasty  sting  and 
tentacle  remains  are  often  left 
attached  to  the  skin. 

Weeverfish  are  found  around 
the  UK  and  throughout  the 
Mediterranean.  Their  bony 
spines  are  covered  by  venom- 
secreting  tissues.  However,  the 
weeverfish  venom  is  unstable  in 
heat,  so  the  correct  course  of 
action  is  to  wash  a  wound  with 
salt  water  and  then  immerse  the 
sting  in  uncomfortably  hot,  but 
not  scalding  water  for  a  few 
minutes.  The  procedure  should 
be  repeated  for  around  half  an 
hour  until  the  pain  goes  away. 
The  same  treatment  can  be 
recommended  for  the  stings 
received  from  other  spiny 
poisonous  sea-dwellers  including 
sting  rays,  catfish  and  stone-fish. 

Sea  urchins  have  painful 
spines  which  can  be  removed 
after  softening  the  skin  with  a  2 
per  cent  salicylic  acid  ointment  or 
by  drawing  them  to  the  surface 
with  magnesium  sulphate  paste. 
Antiseptics  to  prevent  infection 
are  a  sensible  precaution. 


Dog  bites 

Rabies  is  a  serious  problem  in 
many  parts  of  Europe,  although 
the  UK's  island  status  has  so  far 
protected  us.  Dogs  are  the  most 
well-known  carriers,  but  rabies 


may  also  be  carried  by  cats,  bats 
and  other  mammals  and  is  often 
spread  by  foxes  and  other  wild 
animals. 

Travellers  abroad  should  be 
told  that  if  they  are  bitten  or 
scratched  by  an  animal,  they 
should  wash  the  wound 
immediately  with  soap  or 
detergent.  An  anti- viral  agent 
such  as  povidone  iodine,  or,  if 
not  available,  strong  alcohol, 
such  as  spirits  should  be  applied 
before  seeking  immediate 
medical  attention. 

If  the  animal's  owner  is 
known,  he  should  be  contacted 
and  asked  to  get  in  touch  if  the 
animal  becomes  ill  or  dies  within 
two  weeks.  Even  in  the  UK,  a 
dog  bite  should  be  regarded  as 
suspicous  and  liable  to  infection. 
At  the  very  least  a  tetanus  jab 
and  antibiotics  will  probably  be 
necessary. 

Malaria  prophylaxis 

Malaria  is  caused  by  small  single 
celled  organisms  called 
Plasmodium  protozoa,  and  it  is 
transmitted  to  humans  via  a  bite 
by  the  Anopheles  mosquito. 
Every  year  over  2,000  cases  of 
malaria,  including  a  few  fatalities, 
are  reported  in  the  UK. 

Symptoms  include  recurrent 
bouts  of  high  fever  which  last  for 
a  few  hours  at  a  time ,  starting 
with  shaking  chills  and  ending 
with  profuse  sweating  and  more 
serious  complications  involving 


blockage  of  blood  vessels  and 
kidney  and  brain  problems. 

Travellers  to  Africa,  Central 
and  South  America,  and  the  Far 
and  Middle  East,  may  need  to 
take  medicines  to  prevent  them 
from  getting  malaria.  A  list  of 
countries  where  visitors  are 
advised  to  take  prophylactic 
antimalarials  is  published  by  the 
National  Pharmaceutical 
Association  based  on  guidance 
from  the  London  School  of 
Hygiene  and  Tropical  Medicine. 

Antimalarial  regimes  fall  into 
continued  overleaf 


Don't  get  stung 
without  Wasp-Eze 

Last  year  demand  for  Wasp-Eze  was  higher  than  ever  before  and  this  season  those 
same  customers  will  be  back  for  more.  Make  sure  you  have  enough. 

Wasp-Eze  is  the  fastest  growing  antihistamine  sting  treatment  in  the  market. 

Off-take  will  be  boosted  this  year  by  the  largest  ever  national  press  campaign 
supporting  the  brand. 
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a  number  of  types  and  depend  on 
the  resistance  of  malaria  in  the 
particular  countries  to  be  visited. 
Obviously,  as  resistance 
spreads,  the  recommendations 
will  change,  so  only  an  up-to-date 
chart  should  be  used.  Refer  any 
customer  asking  for  advice  about 
malaria  prophylaxis  to  your 
pharmacist.  If  they  are  about  to 
leave  the  country,  prophylaxis 
may  need  to  start  immediately. 
Anyone  visiting  such  countries 
will  probably  also  need 
vaccination  against  any  or  all  of 
cholera,  typhoid  or  yellow  fever 
and  have  polio  and  tetanus 
boosters.  Hepatitis  immunisation 
is  becoming  more  popular  for 
some  destinations,  too. 


Prevention 

Prevention  is  better  than  cure. 
Once  you've  been  bitten,  there's 
not  a  lot  you  can  do  about  it  apart 
from  getting  some  pain  relieving 
treatment. 

The  sensible  option,  of 
course,  is  to  avoid  being  bitten  in 
the  first  place.  And  that's  where 
insect  repellants  come  in.  You 
might  think  that  with  our  UK 
climate,  insect  repellants  are 
aimed  at  the  sticky  overseas 
holiday  market,  but  with  the 
improvement  in  the  "quality"  of 
UK  Summers,  even  over  here 
sales  are  on  the  up-and-up. 

Insect  repellants  that  are 
applied  to  the  skin  are  generally 


Available  In  packsof  10 
convenient  sachet  wipes,  and  as 
a  lotion  in  outers  of  12  x  30ml 
lotion. 

Shoo  protects  against: 

•  Midges  •  Horseflies  ®  Mites 

•  Mosquitoes  •  Wasps 
and  other  biting  insects. 

excerpt 
The  Lancet, 
September  10,  1988 


Insect  Repellent 
Lotion  and  Wipes 


Water  resistant  Shoo!, 
containing  DMP 
(Dimethyl  Phthalate), 

Shoo  protects  for  up  to  6  or  8 
hours.  It  is  the  only  genuinely 
water-resistant  insect  repellent 
currently  available. 

Shoo  is  ideal  for: 

•  Anglers  •  Walkers  • 
Campers  •  Golfers  •  Family 
Picnics  •  Holiday-Makers 

»  Effective  •  Non-Toxic 

•  Giving  an  added  skin 
protection 

•  Odourless  •  Non-Greasy 

•  Now  showerproofed 


"When  used  sensibly  insect  repellents  are  advantageous  and  safe, 
but  the  potential  toxicity  of  DEET  (Diethyltoluamide)  is  high  and  the 
use  of  repellents  containing  more  than  50%  DEET  should  be  avoided 
in  infants  and  young  children..." 


The  Worlds  most  advanced  insect  repellent 
Manufactured  by 

WOODSIDE  LABORATORIES 

Blairmore  Argyll  PA23  8TE 
Telephone:  036-984  265 


contains  no  DEET 


based  on  two  chemicals  known  as 
DMP  (dimethyl  phthalate)  and 
DEET  (diethyl  toluamide). 

Both  are  highly  effective 
when  used  according  to  the 
manufacturer's  instructions. 
However,  it's  perhaps  not 
surprising  that  something  that  is 
harmful  to  an  insect  can  also 
irritate  the  user  too.  Significant 
amounts  can  be  absorbed 


through  the  skin,  so  care  should 
be  taken  not  to  overdo  use  on 
children's  or  broken  skin. 

As  the  substances  are 
potentially  irritant,  it  is  also  a 
good  idea  to  do  a  patch  test  first, 
too.  Insect  repellants  should  be 
kept  in  a  secure  place, 
particularly  if  there  are  children 
around,  because  if  they  are  eaten 
they  can  prove  fatal. 


Some  OTC  remedies  for  bites  and  stings 

Product                      Main  ingredients 

After  Bite 

ammonia 

Anethaine 

tetracaine 

Anthisan 

mepyramine 

Cciiaui  y  i 

l dial  nine ,  uipncimy  ui  diniuc 

Cupal  insect  bite  cream 

antazoline 

Dermacort 

hydrocortisone 

Hc45 

hydrocortisone 

Lactocalamine 

calamine,  zinc  oxide,  phenol,  hamamelis 

Lanacort 

hydrocortisone 

Lanasting 

lignocaine,  benzyl  alcohol 

RBC 

antazoline,  cetrimide,  calamine 

Solarcaine 

benzocaine,  triclosan 

Stingose 

aluminium  sulphate 

Swarm 

witch  hazel,  calamine, 
dibromopropamidine 

Wasp-eze 

mepyramine,  benzocaine 

Witch  Doctor 

witch  hazel 

Lynn  Broad,  of  Lloyds  Chemist,  Rushall,  near  Walsall,  won  first  pnze 
in  the  recent  Fybogel pharmacy  assistants  competition.  Lynn  receives 
her  prize  of  £300-worth  of  travel  vouchers  from  Reckitt  &  Colman 's 
national  accounts  manager  Graeme  Thorpe 
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REPELS  INSEC 
ATTRACTS  CUSTOME 


Jungle 
Formula 


Jungle 
Formula 


jungle 
Formula 

*ECTREPEl„:' 


Jungle  Formula 

NSECT  REPELLENT  GEL 


**on  Aerosol  \ 


Junqle 


Jungle 
Formula 

INSECT  REPELLED 


15g  C 


^  Full  national  advertising  and 
PR  support. 

%  Wide  range  of  POS  materials. 

^  Balanced  formulations  (35-50% 
Diethyltoluamide  BP)  for 
highest  levels  of  repellency  and 
safety  in  normal  use. 

*  Dual  action  repellent  "Plus  UV 
Sunscreens"  variants. 

^  New  1 5g  Sting  Relief  Cream. 

Jungle  Formula 


KEEPS    BITING    INSECTS   AT  BAY! 


UK  PHARMACY  DISTRIBUTOR  -  CHEFARO  PROPRIETARIES  LTD    TEL:  0223  420956 
THE  JUNGLE  FORMULA  COMPANY  LTD,  1  HIGH  STREET,  CRICKHOWELL,  POWYSNP8  1BD 
TEL:  (0873)  81 1 144   FAX:  (0873)810911 


In  the  first  of  a  new  six  part  series  on  selling  skills , 
Eric  Hunter  looks  at  the  most  important  sales 
commodity. .  .you 


1.  Selling  yourself 


Have  you  ever  considered  the 
importance  of  the  "selling"  part 
of  your  job?  It's  important  to 
your  pharmacy.  No  sales  means 
no  business.  It's  important  to 
you.  No  pharmacy  means  no 
job.  And  it's  important  to  your 
customers.  No  pharmacy  means 
at  the  very  least  inconvenience. 

Maybe  that's  a  little 
dramatic,  but  what  makes 
people  buy  health  and  beauty 
products  from  the  supermarket 
when  they  can  buy  them  from 
you  and  benefit  from  your 
advice?  Don't  tell  me  it's  price. 
I'm  still  smarting  from  buying 
some  Radian  B  mineral  bath 
from  Asda  at  £1 .89  when  my 
pharmacy  prices  it  at  £1.69. 

You  can  sell  more.  It  will 
make  your  job  more  fun,  and 
make  you  more  valuable  to  your 
boss. 

To  be  a  good  salesperson 
you  need  three  attributes. 

•  Product  knowledge 

•  Selling  skill 

•  A  correct  (good/positive) 
attitude 


Think  of  it  as  the  selling 
triangle,  and  try  to  put  the 

three  sides  in  balance.  It's  no 
good  knowing  your  product 
inside  out,  and  understanding 
selling  techniques  if  you  are  an 
old  misery.  It's  just  as  bad  if 
your  sparkling  eyes  and  winning 
smile  disguise  an  empty  head. 
Match  your  product  knowledge 
with  your  selling  skills  and  a 
positive  attitude,  and  you're  on 
your  way  to  sales  success. 

Later  in  the  series  you'll  see 
that  product  knowledge  means 
more  than  just  knowing  the  ins 
and  outs  of  the  products  you 
sell.  You  must  know  your  store 
and  the  service  you  offer;  and 
what  makes  it  special.  You'll 
also  discover  some  simple 
techniques  to  help  you  sell 
more,  and  —  great  news  —  help 
you  persuade  others  to  let  you 
have  your  own  way.  And  you'll 
see  some  of  the  qualities  that 
make  some  of  the  country's  top 
salespeople  so  successul. 

Here's  the  first  step. 
There's  an  old  saying  in  selling: 
"People  buy  people  before  they 
buy  products" .  Stop  and  think 
for  a  moment.  Would  you  buy  a 
used  car,  or  double  glazing,  or 
life  insurance  from  someone  you 
don't  like?  Would  you  buy  from 
someone  you  don't  trust?  It's 
most  unlikely.  And  it's  equally 
unlikely  your  customers  would 
put  their  health  and  beauty  in 
your  care  if  you  are  unlikeable  or 
untrustworthy. 

Selling  yourself 

You'll  probably  be  pleased  to 
know  that  you  don't  sell  yourself 
by  learning  and  repeating  some 
magic  phrases  parrot  fashion. 
The  fun  about  working  with 
people  is  that  they  are  different, 
so  you  have  to  act  differently 
with  each  one.  My  mum  is  an  old 
age  pensioner,  and  she  wouldn't 
take  too  kindly  to  you  if  you 
greeted  her  with  a  "Hi".  No 
more  than  my  teenage  daughter 
would  thank  you  for  calling  her 
"madam". 

Although  selling  yourself 
isn't  a  clear  cut  process,  it 
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hearty  diet. 


makes  sense  to  welcome  your 
customers  at  the  outset.  And  the 
welcome  is  more  than  what  you 
say .  Think  of  some  of  the  way s 
you've  been  made  to  feel 
unwelcome  in  shops.  Here  are 
some  of  the  answers  we  heard 
on  a  recent  training  programme. 
' '  Staff  talked  down  to 
me  "..."Staff  didn't  talk  to  me  at 
all "... "  Half  the  lights  were 
out  "..."The  windows  were 
dirty  " . . . " Some  show-cards  had 
fallen  over  in  the  doorway,  the 
assistant  just  left  them 
there  " . . . "  Everything  about  it 
was  scruffy  "..."I  think  he  had  a 
hangover.  And  last  night's 
curry!  "...These  were  just  some 
of  the  things  that  made  sales 
staff  who  work  in  a  fashion  store 
feel  unwelcome  in  shops  in 
Leeds  city  centre. 

The  welcome  is  vitally 
important.  Would  you  like  to  be 
welcomed  by  you?  Stop.  Is  there 
a  mirror  handy?  Take  a  look  at 
yourself.  Would  you  buy  from 
you?  (You're  biased).  As  the 
recent  Head  and  Shoulders 
advertisements  say:  "You  never 
get  a  second  chance  to  make  a 
first  impression " .  And  there '  s 
more  to  it  than  the  state  of  your 
hair. 

•  Are  you  generally  clean  and 
tidy? 

•  Well  groomed  or  sloppy? 

•  Clean  finger  nails? 

•  Clean  uniform? 

•  Clean  shirt  or  blouse? 

•  Smile,  please. 

•  Clean  teeth? 

•  A  sparkle  in  your  eyes? 

•  And  was  that  a  genuine  smile? 
All  are  part  of  the  good  first 

impression  and  welcome.  A 
good  first  impression  makes 
selling  easier.  A  bad  first 
impression  may  make  selling 
impossible  —  your  customer 
may  walk  out. 

Next.  Show  the  customer 
you  care.  Take  a  genuine 
interest  in  them.  When  a 
customer  gives  you  a 
prescription  they  often  give  you 
their  name.  Use  it.  It  is  bad 


manners  to  call  someone  sir, 
madam,  love  or  chuck  when  you 
know  their  name. 

Another  way  of  showing  care 
is  by  simply  being  visible.  Let 
the  customer  know  you  are 
ready  when  they  are. 

Spare  a  thought  for  what  you 
say  and  how  you  say  it  too.  You 
don't  sell  yourself  by  showing 
the  customer  how  clever  you  are 
by  using  pharmacy  jargon  to  the 
customer  or  in  front  of  the 
customer.  By  using  words  the 
customer  is  familiar  with,  and  by 
speaking  slowly,  clearly  and  loud 
enough  to  hear,  you  are 
extending  the  welcome,  inviting 
the  customer  into  your  world. 

And  the  big  way  to  take  an 
interest  in  a  customer  is  to  ask 
questions  and  listen  to  the 
answers.  You'll  see  how  to  do 
this  later  in  the  series.  For  now 
you  might  like  to  try  the 
boomerang  technique,  at  work, 
or  at  play,  to  see  how  well  these 
simple  methods  of  selling 
yourself  work  for  you . 

In  the  boomerang  technique, 
what  you  throw  out  comes  back 
to  you. 

•  Smile  at  someone.  See  what 
you  get  back. 

•  Say  hello  to  someone.  See 
what  you  get  back. 

•  Welcome  them  with  open 
arms.  See  what  happens. 

•  Wave  at  someone.  What  do 
you  get  back? 

•  Show  an  interest  in  someone. 
What  do  they  give  you  back? 

•  And  if  you  don't  believe  in  the 
boomerang;  what  happened  the 
last  time  you  lost  your  temper, 
swore  at  someone,  or  gave  them 
a  rude  sign? 

Next  month  you'll  see  how  to 
turn  your  product  knowledge 
into  gripping  sales  stories. 
Before  that,  be  sure  you're 
selling  yourself  by  looking  good 
and  throwing  out  some  positive 
boomerangs. 

Eric  Hunter  is  the  principal 
consultant  of  the  Halifax-based 
training  company  Hunter  &  Co 


Heart  maintenance 


Enjoying  a  long  and  active  life 
depends  on  keeping  the  heart 
and  circulation  healthy. 

Happily,  research  is  now 
showing  us  a  number  of  ways  in 
which  we  could  really  help  our- 
selves: 


1 .  Eat  less  fat  -  more  fibre 

2.  Take  more  exercise 

3.  Stop  smoking  and... 

4.  Start  taking  garlic 

Why  garlic? 

We  now  know  that  it  is  important 
for  the  health  of  the  heart  that  we 
maintain  our  blood  fats  and  cho- 
lesterol at  the  correct  levels. 

Recent  scientific  studies  sug- 
gest that  taking  garlic  regularly 
could  help  us  keep  these  levels 
normal. 

Nature's  little  joke 

The  best  garlic  for  you  (but  not 
for  your  breath)  is  raw  garlic.  It  pro- 
vides a  substance  called  allicin 
which  has  important  benefits  but  is 
also  very  smelly  You  can't  have 
one  without  the  other. 

Unfortunately  garlic  oil  products 
use  boiled  garlic  and  contain  little 
or  no  allicin  So  what  can  you  do? 

KWAI  Garlic 

Kwai  guarantees  a  high  amount 
of  natural  allicin  producing  sub- 
stances in  every  little  easily 
swallowed  tablet  of  concentrated 
garlic. 

The  richest  source  of  allicin  is 
organically  grown  Chinese  garlic 
Kwai  always  selects  the  highest 
grade,  whole  Chinese  garlic  cloves 
from  the  same  fertile  province 
Then  they  are  carefully  dried  in  a 
special  process  which  just  takes 
out  water  and  nothing  else  So 
Kwai  is  the  nearest  thing  to  raw, 
fresh  garlic;  in  a  convenient  tablet 
form  Unlike  garlic  oil  capsules, 
Kwai  contains  no  gelatine  and  no 
vegetable  oil. 

£6  million  heart 
research 

Like  you,  Kwai  cares  about  your 
health  and  has  so  far  invested  over 
£6  million  in  research  studies  to 
confirm  what  has  been  suspected 
for  centuries  -  that  garlic  could 
help  keep  the  heart  healthy  No 
other  company  has  Kwai  is 
unique 

Three  times  a  day 

Research  has  shown  that  it's 
best  to  spread  your  intake  of  garlic 
across  the  day  Taking  it  once  a 
day,  even  a  large  amount,  seems  in 
some  important  ways  to  lose  its 
effectiveness  after  a  short  time 
And  not  taking  Kwai's  concen- 
trated garlic  all  at  once,  helps  to 
make  sure  it  doesn't  make  you 
smell. 

So  just  take  two  tablets  with 
each  meal  and  stay  fragrant. 


Try  the  Kivai  kiss  test. 


Odour  controlled 

If  Kwai  is  so  potent,  why  can't 
you  smell  it  or  taste  it7  (25%  of  cur- 
rent users  were  recommended 
Kwai  by  their  friends!) 

This  is  because  Kwai  doesn't 
produce  its  allicin  until  the  special 
coating  dissolves  in  your  digestive 
system. 

No.1  in  Europe 

Kwai  is  now  Europe's  No1  non- 
prescription health  brand  and  over 
1  million  people  use  it  every  day. 
Kwai  is  the  ideal  way  to  take  garlic 
which  could  help  maintain  a 
healthy  heart  and  circulation 
That's  why  nine  out  of  ten  people 
who  try  Kwai,  stay  with  Kwai. 


Highly  ( 'oncentrated  Garlic  Tablets. 
The  Spice  of  Life! 
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A  sense  of  beauty 
Rimmel  Silks 

Rimmel  make  a  firm,  but  gentle  statement  this  Autumn  with  the  introduction 

of  Rimmel  Silks 


Rimmel  Silks  is  an  entirely  new  concept. 
Inspired  by  the  changing  needs  of  the 
market,  this  brand- within-a-brand  has  been 
extensively  researched  and  formulated  to 
satisfy  the  desires  and  aspirations  of 
consumers  m  the  25-plus  years  age  group 
—  consumers  that  are  more  affluent  and 
discerning  than  ever  before. 


During  initial  research  for  Rimmel  Silks 
it  emerged  that  consumers  in  this  age  group 
now  expected  more  from  a  cosmetic  brand. 
Rimmel  Silks  had  to  be  classic  yet  with 
advanced  formulations  —  products  with 
quality,  performance  and  style.  The  Rimmel 
laboratories  developed  formulations 
containing  effective,  luxurious  and  superior 


ingredients  that  would  enhance  the 
performance  of  Rimmel  Silks  — 
moisturisers,  silk  protein,  sunscreens  and 
vitamins  have  been  added  to  enrich  these 
formulations,  resulting  in  the  completion  of 
a  caring  range  of  classic  colour  developed 
with  no  testing  on  animals. 

Rimmel  Silks  is  aimed  at  stylish  women 


\ 


rather  than  fashion  victims,  women  who 
demand  quality,  adore  luxury  but  recognise 
affordability.  The  range  consists  of  products 
in  thirteen  categories  —  timeless,  classic 
shades  with  enriched  formulas  presented  in 
elegant  navy  packaging. 

The  Kimmel  Silks  range 

Cream  Concealer  —  A  vitamin  E-enriched 
formula  with  protective  sunscreen  to 
disguise  under-eye  shadows  and  tiny 
imperfections.  2  shades. 
Cream  Foundation  —  This  satin-textured 
foundation  with  sunscreen  is  enriched  with 
vitamin  E  and  provides  a  creamy,  semi- 
matte  finish.  4  shades. 
Powder  Cream  Foundation  —  Enriched 
with  vitamin  E  and  sunscreen,  this  smooth 
formulation  glides  on  for  a  matte  finish.  4 
shades. 

Creamy  Powder  Finish  —  This  silk 
protein-enriched  powder  also  contains 
sunscreen  and  oil-absorbing  ingredients  for  a 
longer-lasting  matte  finish.  4  shades. 
Superfine  Loose  Powder  —  Add  a  long- 
lasting,  semi-matte  finish  to  make-up  with 
this  superfine  silk-enriched  translucent 
powder. 

Powder  Blush  —  Silk-enriched  and  with 
added  sunscreen,  this  long-lasting  formula 
contains  siliconised  talc  for  smooth 
application.  3  shades. 
Shadow  Single  —  This  long-lasting  silk 
protein-enriched  formula  with  sunscreen 
glides  over  the  delicate  eye  area  and  is  easily 
blended.  8  shades. 

Shadow  Trio  —  Three  complementary 
silk-enriched  shades  with  sunscreen  for 
easily  applied  long-lasting  colour.  6 
shadeways. 

Precision  Lining  Pen  —  This  fine  felt- 
tipped  pen  gently  traces  a  defining  line 
without  pulling  delicate  skin  around  the  eye. 
2  shades. 

Lining  Pencil  —  Silky  smooth  and  packed 
with  colour,  this  pencil  adds  instant  eye 
emphasis  in  one  smooth  stroke.  2  shades. 
Lash  Build  [Mascara  —  Enriched  with 
hydrolised  protein  and  Panthenol,  this 
bodybuilding  mascara  protects  and 
conditions  lashes  with  silky  smudgeproof 
colour.  4  shades. 

Lip  Colour  —  This  luxuriously  creamy 
formula  contains  moisturisers,  sunscreen 
and  nylon  to  promote  longer  wear.  10 
shades. 

I\ail  Colour  —  This  high-gloss  formula 
contains  silk  protein  and  nylon  for  long- 
lasting,  conditioning  colour.  10  shades. 
Rimmel  Silks  componentry  is  beautifully 


stylish.  A  new  gold  'R'  logo  is  set  against  the 
smart  navy  packaging  with  its  elegant, 
facetted  design.  Opaque  lids  with  mirrors, 
high  quality  brushes  and  applicators  and  gold 
graphics  all  add  to  Rimmel  Silks'  luxurious 
image. 

Rimmel  Silks  will  be  available  alongside 
the  existing  Rimmel  range.  The  collection 
will  be  sited  on  the  display  unit  wing  opposite 
the  promotional  area  to  allow  the  customer 
to  differentiate  between  Rimmel  Silks  and 
the  core  Rimmel  range.  Testers  are 
available  for  selected  products  —  these  are 
designed  to  encourage  the  customer  to  feel 
the  beautifully  smooth  enriched  formulations 
rather  than  just  look  at  the  colour  alone. 
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The  Rimmel  Silks  £2.5  million  advertising 
campaign  has  been  created  to  convey  both 
the  feeling  and  the  look  of  the  range.  The 
story  gently  unfolds  to  reveal  the  new  name, 
the  feeling,  the  look  and  the  products  — 
glamorous  yet  accessible.  To  continue  this 
theme  a  full  range  of  eyecatching  in-store 
support  material  has  been  designed  to 
maximise  consumer  off- take.  Window 
display  kits,  a  new  header  panel,  educational 
leaflets,  showcards,  posters  and  tempting 
gifts  with  purchase  all  convey  the  Rimmel 
Silks  message  —  a  little  luxury  at  an 
affordable  price. 

*$>  NOT  TESTED  ON  ANIMALS 


to  Chemist  &  Druggist 


It  seems  that  whatever  the  health  experts  tell  as,  we  are  still  not  content  to  sit  in 
the  shade.  But  the  scare  stories  are  not  all  hype  and  it 's  up  to  you  to  recommend 
the  right  protective  products  for  the  nation 's  sun-worshippers 


As  the  sun  comes  out,  the 
layers  of  winter  tights  and 
jumpers  are  cast  off  and  so  the 
annual  race  to  transform  pale 
British  skin  to  Californian  gold 
begins.  And  with  British 
Summers  getting  hotter,  a 
decent  tan  can  be  acquired  in 
you  own  back  garden.  But  a 
serious  undertone  in  this  annual 
pursuit  is  slowly  filtering 
through  to  the  public.  Like 
smoking,  everyone  knows  too 
much  sun  can  be  bad  for  you, 
could  give  you  cancer  and  will 
definitely  age  you,  but  they  still 
do  it.  Whatever  health  experts 
tell  us,  staying  pale  is  not 
desirable. 

Last  year  67  per  cent  of 
foreign  package  holidays  were 
spent  on  the  beach,  but  62  per 
cent  of  all  sunpreps  sold  were 
sun  protection  factor  6  or  below. 
However,  it  seems  consumers 
are  starting  to  think  more 
carefully  before  they  buy.  The 
average  purchase  time  for 
sunpreps  is  now  20-30  minutes 
indicating  possible  confusion 
over  different  products  and 
protection  factors  and  anxiety 
about  sun  tanning  in  general,  so 
it's  up  to  you  to  help  them. 

Sun  types 

First,  you  need  to  discover  the 
customer's  skin  type,  the  kind  of 
holiday  they're  going  on,  its 
duration  and  whether  children 
are  going  too. 

•  Very  fair  skin:  often 
associated  with  red  hair  and 
freckles,  this  skin  type  always 
burns  and  very  rarely  tans.  Your 
customer  will  have  to  be 
satisified  with  looking  pale  and 
interesting.  A  high  SPF  is 
essential,  or  better  still,  a  sun 
block. 

•  Fair  skin:  the  typical  English 
rose  type ,  which  nearly  always 
burns  and  peels  and  only 
achieves  a  slight  tan.  A  high  SPF 
is  recommended  and  particular 
care  should  be  taken  with  the 
face. 

•  Normal  skin  (if  there  is  such 
a  thing):  tans  quite  quickly  and 
painlessly,  although  it  may  burn 
initially.  A  medium  SPF  is 
recommended  for  the  first 
exposure,  with  a  slightly  lower 
one  once  skin  begins  to  tan.  The 
higher  SPF  should  still  be  used 
on  the  face  though. 

•  Olive  skin:  often  oily  during 
Winter,  but  tans  quickly  and 
easily  and  rarely  burns  or  peels. 
However,  no-one  should 
underestimate  the  power  of  the 
sun,  so  a  medium  SPF  should  be 
used  initially. 


•  Dark  skin:  hardly  ever 
burns  but  sun  protection  should 
still  be  used. 

Once  you've  decided  on  the 
skin  type,  you  need  to  ask  what 
sort  of  holiday  your  customer  is 
going  on:  beach,  sightseeing, 
sporting  or  just  lazing  in  the  back 
garden  or  park.  It  may  seem 
obvious,  but  a  longer  holiday  will 
mean  more  sun  cream  is  needed, 
so  make  sure  your  customer  has 
enough,  bearing  in  mind  that  if 
they  are  going  on  a  beach  or 
watersports  holiday  they're 
going  to  need  to  reapply 
frequently,  even  if  they  choose  a 
water-resistant  product. 

If  your  customer  is  taking 
children  on  holiday,  then  extra 
care  is  needed  to  protect  their 
very  sensitive  skins.  Over- 
exposure to  sun  at  an  early  age 
has  been  shown  to  be  a  cause  of 
the  cancer  called  melanoma,  so 
emphasise  the  need  for  frequent 
reapplication  of  cream  and 
covering  delicate  heads  at  all 
times.  As  a  general  rule, 
recommend  child-specific 
products,  which  most 
manufacturers  now  produce. 

Red  or  brown? 

So  why  is  it  some  people  only 
have  to  look  at  the  sun  and  they 
turn  brown,  and  the  efforts  of 
others  only  end  in  red,  peeling 
skin  or  a  slight  glow  which  quickly 
disappears?  Basically,  it  all 
depends  on  the  amount  of  the 
pigment  melanin  present  in  the 
skin  —  the  more  you've  got,  the 
browner  you'll  go!  And  it  is  true 
that  you  can  only  go  so  brown. 
Once  the  pigment  in  your  skin  is 
fully  developed,  further  exposure 
to  the  sun  will  serve  only  as  a 
top-up. 

Sunpreps  are  designed  to 
allow  an  increase  in  the  exposure 
time  in  the  sun  and  decrease  the 
risk  of  burning.  The  basis  of  the 
SPF  system  is  simple:  it  goes 
from  1  to  about  30  and  works  on  a 
multiplication  basis.  For  example, 
if  you  can  stay  out  in  the  sun  for 
20  minutes  without  burning,  then 
an  SPF3  cream  will  allow  you  to 
stay  out  for  an  hour. 

Swimming,  sweating  and 
anything  with  which  the  skin 
comes  into  contact,  such  as 
towels  and  sand,  will  reduce  the 
protection,  so  frequent 
reapplication  is  necessary,  about 
every  two  hours  as  a  rough 
guide. 

Talking  UVs 

There  has  been  a  lot  of  talk  about 
UVA  versus  UVB  protection 


recently.  Traditionally,  sunpreps 
only  protected  against  burning 
UVB  rays,  but  recent  discoveries 
have  led  to  manufacturers 
including  UVA  filters  too.  UVA 
rays  are  present  constantly 
throughout  the  day  and  all  year 
round.  Research  has  shown  that 
prolonged  UVA  irradiation  leads 
to  ageing  and  cancer,  although 
UVB  is  much  more  likely  to  cause 
melanoma.  To  be  safe, 
recommend  a  product  that  offers 
both  UVA  and  UVB  protection. 

So,  you've  decided  on  an 
SPF,  but  that's  still  not  all  - 
should  you  use  oil,  cream  or 
lotion?  It's  a  matter  of  preference 
really,  although  the  high  SPFs 
tend  to  come  in  cream 
formulations.  Lotion  is  more 
readily  absorbed  and  leaves  skin 
feeling  less  sticky.  If  your 
customer  wants  a  completely  dry 
finish,  then  there  are  oil-free 
products  you  can  recommend. 
And  it  is  best  to  opt  for  water- 
resistant  formulations  too  as  they 
stay  on  longer. 

Facial  tactics 

Remember,  one  tube  of 
suncream  will  not  do  for  the 
whole  body.  Sensitive  areas  such 
as  the  face  require  extra 
protection.  Recommend  a  high 
SPF  cream  or  a  face-specific 
product.  It  should  be  reapplied 
frequently,  especially  on  bony 
areas  such  as  the  nose,  which 
burn  readily.  It's  also  a  good  idea 
to  wear  a  hat,  both  to  protect  the 
face  and  to  prevent  sunstroke. 

One  area  people  often  forget 
to  protect,  and  suffer  the 
consequences  for  months 
afterwards,  is  their  hair.  Hair 
doesn't  like  going  on  holiday  — 
salt,  sea  and  sun  dry  it  and 
discolour  it,  especially  if  it  has 
been  recently  permed  or 
coloured.  Always  rinse  hair  in 
fresh  water  after  swimming  and 
protect  it  with  a  special 
sunscreen  shampoo  or  spray  and 
keep  it  covered  with  a  hat  or 
scarf.  And  don't  forget  to  pack 
the  conditioner! 

Pamper  yourself 

After  a  day  in  the  sun  your  skin 
needs  pampering.  First,  it  needs 
to  be  rinsed  of  salt  or  chlorine, 
then  moistened  with  aftersun  or 
moisturiser  to  keep  it  supple. 
However,  no  amount  of  cream 
will  stop  skin  peeling  once  it's 
burnt,  though  it  will  help  to 
prolong  your  tan  a  little.  And 
remember  to  keep  up  the  routine 
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foi  several  weeks  after  your 
holiday. 

Tan  without  the  sun 

You  don't  have  to  go  out  in  the 
sun  to  get  a  tan.  The  last  year  has 
seen  a  steady  stream  of  self- 
tanning  products  enter  the 
market.  Most  take  two  to  four 
hours  to  work  and  effects  last  for 
up  to  three  days.  The  colour  will 
fade  naturally  when  you 
discontinue  use. 

Sunlamps  should  be  used  with 
extreme  caution,  to  give  a  holiday 
tan  base,  for  example,  but  not  for 
all  year  round.  Do  not  go  out  into 
the  sun  if  you've  had  sunlamp 
exposure  that  day  as  you  are  far 
more  likely  to  burn.  Skin  tans, 
but  does  not  thicken  under  UVA 
exposure,  so  a  sunlamp  tan  will 
only  give  minimal  protection 
against  natural  sunlight. 

With  the  best  will  in  the 
world,  the  most  careful 
sunbather  can't  make  a  tan  last 
much  longer  than  a  month.  No 
matter  how  many  moisturising 
products  you  use,  it  will  fade,  but 
you  won't  have  caused  any  long- 
term  damage.  However,  the 
careless  sunbather  could  end  up 
with  serious  sunburn  and  results 
that  go  far  deeper  than  the  skin 
surface,  so  take  care.  It's  not 
worth  the  risk! 

Tanning  tips 

•  Don't  sunbathe  between 

1  lam  and  3pm,  you're  far  more 
likely  to  burn 

•  Water  won't  protect  you  from 
the  sun,  so  use  water-resistant 
products  and  reapply  after 
swimming 

•  You  can  still  get  burnt  under 
an  umbrella  or  on  an  overcast  day 

•  Apply  higher  protection  to 
sensitive  areas 

•  Always  shower  off  sea  water 
or  chlorine  after  a  dipv 

•  Use  sunpreps  that  offer  UVA 
and  UVB  protection 

•  Build  up  sun  exposure 
gradually 

•  Don't  wear  perfume  when 
sunbathing  —  it  can  increase 
sensitivity  and  trigger  allergies 

•  Apply  aftersun  or  moisturiser 
after  sunbathing 


We 've  already  met  the  son  and  the  daughter,  and 
we 've  met  Dad.  Now  meet  Mum,  Maggie  Maladie, 
who  fell  asleep  in  the  garden  yesterday,  and  got  a 
touch  too  much  sun. . . 


Pat:  "I  don't  know  what  you  can 
recommend,  but  it  was  so  nice 
in  the  garden  yesterday  that  I 
fell  asleep.  The  sun  was  a  bit 
stronger  than  I  thought  and  I 
appear  to  have  overdone  it  a  bit 
and  caught  the  sun." 
Assistant:  "At  this  time  of  year 
you  don 't  think  the  sun  is  as 
warm,  so  you  don  7  bother  about 
suncream,  do  you?  You've  gone 
very  red.  How  painful  is  that? 

"It  kept  me  awake  for  most 
of  the  night.  It's  very  warm  and 
itchy." 

'  'There  doesn  't  seem  to  be  any 
swelling,  and  there 's  obviously 
no  blistering,  so  I  don 't  think 
you 've  done  any  serious  damage, 
so  something  cooling  and 
soothing  should  do  trick. 

"What  do  you  suggest?  It 
always  used  to  be  calamine 


scalp  condition 

v  A  lightly  fra^ranced  formr 
wirh  the  strength  or  coal  tar. 
/  Does  not  stain  the  skin, 
clothes  or  bath. 
4  Leaves  the  hair  shinv  and 
easy  to  manage. 


The  effective  scalp  treatment  in  a  cosmetic  shampoo. 


lotion  in  the  old  days." 

'  'Calamine  lotion  is  still  a 
firm  favourite,  though  these  days 
there  arc  a  number  of  variations 
on  a  theme.  Had  the  sunburn 
been  a  little  more  severe,  there 
might  have  been  a  case  for  using 
a  product  containing  an 
antiseptic  just  in  case.  We  also 
have  a  number  of  sunburn 
creams  containing 
antihistamines,  which  seem  to 
help  take  the  sting  out  of  painful 
sunburn,  but  for  you  one  of  the 
calamine  creams  or  lotions 
should  be  fine. 

"Is  there  anything  else  I 
should  do?  Since  I  didn't  have 
anything  to  hand  yesterday,  I 
just  kept  bathing  the  burns  in 
cold  water." 

'  'Obviously,  the  best 
treatment  for  sunburn  is 
prevention,  by  using  a  sunscreen 
whenever  you  are  going  to  be  out 
in  bright  sunlight  for  any  length 
of  time.  But  if  you  do  get  burnt, 
then  getting  out  of  and  staying 
out  of  the  sun  is  the  first  priority, 
but  keeping  the  area  cool  is 
number  two,  and  you  should  also 
drink  plenty  of  water.  " 

"Why  is  that? 

'  'Sunburn  is  like  any  other 


burn.  The  skin  is  damaged  and 
damaged  skin  loses  moisture. 
That 's  why,  even  when  you  go  out 
in  the  sun  properly  protected  with 
suncream  of  the  right  sun 
protection  factor,  it  makes  sense 
to  apply  a  moisturising  aftersun 
afterwards  as  it  will  help  your 
skin  recover  so  much  faster.  " 

"OK.  So  which  calamine 
products  do  you  have ..." 

Further  information 

Most  sunburn  is  caused  by  UVB, 
the  shorter  UV  rays.  Anyone  will 
get  burnt  by  the  sun  if  they  stay 
out  long  enough,  but  the 
tendency  to  burn  mirrors  the 
skin's  ability  to  tan  —  if  you 
don't  tan  well,  you  will  tend  to 
burn  easily.  If  you  get  a  golden 
tan,  you  are  less  likely  —  though 
not  unlikely  —  to  bum. 

High  intensity  sunbathing  is 
considered  to  be  the  most 
damaging,  both  for  sunburn  and 
for  the  more  life-threatening 
problems  of  skin  cancer  and 
malignant  melanoma. 
Holidaymakers  who  cram  all 
their  sunbathing  into  a  fortnight 
are  more  at  risk  than  workers 
who  spend  all  day  in  the  sun. 

Recent  research  shows  that 
even  one  bad  case  of  sunburn  as 
a  child  can  increase  the  chances 
of  skin  cancer  in  later  life. 
Children  always  need  protection, 
especially  when  you  consider 
that  skin  is  at  its  thinnest  and 
most  vulnerable  at  6-8  years  old. 

OTC  sunburn  treatments  are 
likely  to  contain  cooling 
ingredients  like  calamine  and  zinc 
oxide,  anaesthetic  agents  such  as 
benzocaine,  antihistamines 
including  mepyramine  and 
diphenhydramine  and  antiseptics 
like  phenol  and  triclosan. 

Antihistamine  creams  have 
been  associated  with  skin 
reactions  so  check  with  your 
pharmacist  if  he  or  she  would 
recommend  them. 


Some  OTC  sunburn  remedies 

Product 

Main  ingredients 

Anthical 

mepyramine  maleate,  zinc  oxide 

Burneze 

benzocaine 

Caladryl 

calamine,  diphenhydramine,  camphor 

Lactocalamine 

calamine,  zinc  oxide,  phenol 

Maws  calamine  mousse  calamine 

Solarcaine 

benzocaine,  triclosan 
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BLONDES  CAN  NOW  HAVE  EVEN  MORE  FUN 


Now  your  sun-sensitive  customers  can  enjoy 
the  sun.  Sun  E45,  the  first  in  the  new  generation  of 
sun-protection  products,  has  arrived. 

Our  patented  technology  holds  titanium 
dioxide  particles  of  3  different  sizes  in  suspension. 

That  enables  Sun  E45  to  pro- 
vide broad-spectrum  protection  and 
to  contain  only  one  sunscreen, 
Microfine  Titanium  Dioxide,  a  non- 
irritant  inorganic  mineral. 

While  chemical  sunscreens  can 
cause  irritation  (that  can  be  mistaken 
for  prickly  heat),  Sun  E45  is  allergy-screened  and 
dermatologically  tested. 

And  it  not  only  protects  against  "burning"  UVB, 
but  also  offers  clinically  proven  protection  from 
"ageing"  UVA  rays,  those  that  can  cause  long-term 
damage.  Sun  E45  has  been  designed  for 


SUN  E45 


every  type  of  sensitive  skin: 

Type  1 :  Always  burns,  never  tans.  Should  block 
the  sun  with  Sun  E45  Cream  SPF  25* 

Type  2:  Burns  easily,  tans  eventually.  Should 
use  Sun  E45  Lotion  SPF  15,  with  SPF  25  on  vulnerable 
areas.  Once  a  tan  has  developed, 
can  switch  to  the  SPF  8  (both  the 
15  and  8  allow  a  gradual  tan). 

Type  3:  Sometimes  burns,  tans 
slowly.  As  type  2,  but  can  switch  to 
the  SPF  8  earlier. 

Type  4:  Occasionally  burns,  tans 
well.  Could  start  with  the  SPF  8,  using  the  25  on 
vulnerable  areas. 

Available  on  prescription*  this  truly  derma- 
tological  range  is  perfume-free  and  water-resistant. 
It's  an  excellent  recommendation.  And  a  must  for 
sun-sensitive  skin. 


DERM ATO LOGICAL  PROTECTION  FOR  SUN-SENSITIVE  SKIN 


*Sun  E45  SPF  15  and  25  are  indicated  for  photosensitivity  induced  by  photodermatosis  and  radiotherapy  (ACBS) 


Pregnancy  tests  are  now  so  sophisticated  they  bear  little  resemblance  to  the  complicated  apparatus  they  once  were. 

Has  your  product  knowledge  kept  pace  with  technology? 

Advance  advice  on 
pregnancy 


This  year  home  pregnancy  tests  will  have 
been  available  in  chemists  for  twenty  years. 
It  was  back  in  1971  that  Chefaro 
Proprietaries'  Predictor  became  the  first 
test  ever  to  go  on  sale  in  the  UK.  Ten  years 
later,  in  1981 ,  the  estimated  worth  of  the 
market  was  approaching  £1  million  and 
today  it  is  valued  at  £10  million  on  sales  of 
over  1.3  million  units.  In  fact,  in  the  two 
years  from  1988  to  1990  the  value  of  the 
market  has  grown  55  per  cent  and  is 
forecast  to  grow  still  further  according  to 
Chefaro. 

One  reason  for  this  sales  increase  is  a 
female  population  bulge  in  the  16-35  age 
range,  but  the  prime  cause  of  the  rise  is  the 
enormous  improvements  made  to  the  tests' 
reliability  and  ease  of  use. 

In  1971  the  Predictor  test  looked 
dauntingly  like  a  mini  science  laboratory 
with  test  tubes,  stands  and  pipettes 
whereas  the  latest  Predictor,  launched  only 
last  month,  is  a  slim  and  neat  test  in  white 
plastic  similar  in  appearance  to  a  modern 
fountain  pen. 

New  Predictor's  performance  is  also 
vastly  improved.  Although  changes  have 
been  made  to  the  test  over  the  years, 
technological  advances  now  incorporated 
mean  that  Predictor's  accuracy  has  come 


What  women  want  from  a  test 


Accurate 
Convenient 


Simple 

Fast 
Clear 


In  laboratory  tests,  Predictor  has  a  proven  accuracy  of  over 
99  per  cent. 

Predictor  can  be  used  from  the  first  day  of  a  missed  period. 
First  morning  urine  is  not  necessary  so  Predictor  can  be 
used  on  the  same  day  it  is  bought. 
Predictor  is  so  easy  to  use,  the  possibility  of  user  error  is 
virtually  eliminated. 

Predictor  shows  a  result  within  4  minutes  of  doing  the  test. 
Pregnant  or  not  pregnant,  the  result  is  clear  and 
easy-to-read. 


within  a  whisker  of  100  per  cent,  an 
achievement  unsurpassed  by  any  other 
product  currently  on  the  market.  It  is  a  fact 
backed  up  by  research  that  for  all  women 
accuracy  is  the  single  most  important 
consideration. 

Technology  has  also  reduced  the  waiting 
time  for  a  result  right  down  to  under  four 
minutes,  which  hardly  leaves  time  to  fill  and 
boil  the  kettle  for  a  pot  of  tea. 

Sensitivity... 

The  new  Predictor  is  sensitive  enough  to 


detect  the  presence  of  pregnancy  hormone 
(hCG)  as  early  as  the  day  the  period  was 
due.  And  it  doesn't  need  to  be  first  morning 
urine.  Although  this  often  contains  a 
stronger  concentration  of  pregnancy 
hormone,  Predictor  is  sensitive  enough  to 
give  an  accurate  result  at  any  time  of  the  day 
or  night.  Your  customer  can  use  a  Predictor 
test  the  same  day  she  buys  it  from  you. 

Another  plus  for  Predictor  is  the 
simplicity  of  the  test  itself.  Not  only  is  it  now 
more  discreet  and  better  designed,  it  is  also 
so  straightforward  that  user  error  is  virtually 
eliminated. 


Not  pregnant 


Pregnant 


Pharmacy  only 

Predictor  is  available  only  through 
pharmacies.  Because  it  is  a  very  important 
purchase  to  your  customer  and  not  an 
everyday  shopping  item,  she  is  likely  to  need 
help  and  guidance. 

Although  sales  of  home  pregnancy  tests 
have  increased  every  year,  most  of  this 
growth  comes  from  new  customers.  It  is 
only  a  very  few  women  who  need  to  make 
many  repeat  purchases. 

This  means  that  pregnancy  testing  is  a 
subject  they  know  very  little  about  —  what 
products  are  available,  what  benefits  they 
offer  and  how  to  test.  Being  able  to  advise 
on  which  test  to  buy,  how  and  when  to  use 
it,  is  a  prime  example  of  the  importance  of 
customer  service  and  how  product 
knowledge  can  not  only  assist  a  sale  but  also 
be  of  enormous  help  to  a  customer  at  a 
stressful  time. 

:■!  I! ';!'■';.'  lit  ?\Wh'* 

A  particular  problem  for  assistants  is  that  it 
is  hard  to  know  what  result  the  customer 
wants!  It  is  estimated  that  around  70  per 
cent  are  hoping  against  hope  that  they  are 


pregnant  (you  may  recognise  them  from  a 
previous  sale  of  an  ovulation  test)  whereas 
for  30  per  cent  a  confirmed  pregnancy  could 
be  very  bad  news  indeed. 

There  are  also  other  problems  and 
pitfalls  in  the  otherwise  smooth-running  of 
modern  home  pregnancy  testing  that  should 
be  understood: 

■  Predictor's  accuracy  is  not  affected  by 
medicines  or  most  drugs  —  even  certain 
fertility  drugs  or  the  contraceptive  pill.  Only 
those  fertility  drugs  containing  hCG  or  hMG 
could  give  a  false  result.  If  it  is  inappropriate 
to  ask,  this  point  could  be  made  when  listing 
Predictor's  benefits. 

■  Some  women,  eager  to  learn  what  the 
future  holds,  may  test  too  early.  Since  a 
woman  cannot  always  be  sure  of  her  cycle 
dates,  a  recommendation  to  confirm  a 
negative  result  with  a  test  three  days  later 
should  be  made  to  any  woman  testing  on 
her  due  date.  For  maximum  convenience, 
new  Predictor  contains  two  complete  tests 
for  rsp  £9.35. 

The  inside  story 

Inside  every  Predictor  pack,  redesigned  in 
soft  pink  and  charcoal,  are  two  complete 


tests  together  with  full  instructions  on  how 
to  use  and  how  to  read  the  result. 

The  test  itself  now  look's  similar  to  a  slim 
and  modern  pen  in  matt  white  plastic.  When 
this  is  put  in  a  urine  sample  a  clear  positive 
or  negative  result  appears  in  under  four 
minutes  —  a  procedure  which  could  hardly 
be  simpler. 

Pink  in  both  windows  in  the  test  denotes 
a  positive  result,  whilst  pink  in  the  control 
window  only  is  a  negative  result. 

If  a  woman  finds  she  is  pregnant,  she  will 
need  to  visit  her  doctor.  The  result  can  be 
preserved  to  show  her  GP  by  simply 
removing  the  test  from  the  sample  and 
replacing  the  cap. 

\V  h\  women  buy  pregnancy 
tests 

Improvements  in  home  pregnancy  testing 
have  removed  every  barrier  except  price. 
Home  tests  are  now  so  accurate  that  no 
doctor,  clinic  or  hospital  test  is  more 
reliable.  On  top  of  this,  with  a  home  test 
there  is  no  need  to  wait  for  the  two  weeks 
after  a  missed  period  customarily  required 
by  doctors  before  testing  (nor  to  waste  time 
waiting  in  the  surgery).  Also,  it  does  not 
take  a  great  deal  of  imagination  to  realise 
how  much  more  pleasant  it  must  be  to  carry 
out  the  test  quickly  and  in  the  complete 
privacy  and  comfort  of  home. 

The  only  single  advantage  over  home 
testing  NHS  tests  now  have  to  offer  is  that 
they  are  free  —  and  even  so  not  in  every 
case. 

Extra  advice 

As  a  busy  pharmacy  can  carry  thousands  of 
different  products,  many  of  them  needing 
some  explanation  from  the  assistant  before 
the  customer  can  make  a  decision,  it  would 
be  an  astounding  feat  of  memory  if  anyone 
could  remember  every  detail  of  every 
product  in  the  shop. 

To  help  you  explain  all  the  benefits  of  the 
new  Predictor  test,  showcards  and  boxed 
consumer  leaflets  to  put  out  on  display  are 
available  from  Chefaro  representatives  or  by 
telephoning  the  Predictor  Advice  Line  (0223 
420956). 

Chefaro  representatives  are  also 
distributing  free  3-D  training  slides  and 
viewers  which  show,  step  by  step,  how 
simple  and  straightforward  the  test  really  is. 

If,  despite  these  aids  and  the  explanatory 
leaflet  inside  each  Predictor  pack,  you  or 
your  customer  has  any  queries,  the 
Predictor  Advice  Line  is  open  during  office 
hours  to  help. 


Going  green 


Ten  years  ago,  .141  t-t-n  was  the 
colour  of  grass  and  Kermit  the 
frog,  one  seventh  of  the  rainbow 
and  the  name  of  the  singer  witli 
Scritti  Politti. 

Then  the  Ecology  Party 
changed  their  name  to  the 
Greens,  scientists  spotted  the 
hole  in  the  ozone  layer,  and 
green  politics  took  centre  stage, 
changing  a  colour  into  a  national 
environmental  movement  with  a 
capital  G . 

Now  things  have  moved  on. 
Green  concern  has  become  the 
Green  bandwagon  and  in  some 
cases  the  Green  con. 
Nowadays,  you  are  not  just 
Green,  the  marketing  men  have 
you  split  up  into  dark  Green 
'  'always/nearly  always  buy  or 
use  environmentally  friendly 
products",  pale  Green  "tend  to 
buy  or  use . . . " ,  armchair  Green 
"care  about  the  environment 
but  it  doesn't  really  affect  my 
spending  habits"  or,  horrors, 
one  of  the  Unconcerned  "I  don't 
really  think  about  the 
environment  and  it  certainly 
doesn't  affect  my  buying  habits" 
or  even  "the  environment  issue 
is  a  waste  of  time". 

Now  a  report  from  research 
group  Mintel  suggests  that  the 
rapid  growth  in  the  Green 
market  has  led  to  consumers 
becoming  confused  about 
manufacturers'  claims,  and 
suspicious  that  inflated  prices 
are  charged  for  goods  with 
"environmentally  friendly' ' 
labels. 

' '  Our  research  revealed  that 
nearly  two  thirds  of  adults  find 
companies'  claims  confusing," 
says  consumer  research 
manager  Angela  Hughes. 

And  most  people  think  Green 
means  dear.  More  than  70  per 
cent  of  respondents  in  Mintel's 
survey  believe  companies  use 
environmental  issues  as  an 
excuse  to  inflate  prices. 

However,  the  report  reveals 
that  despite  the  healthy 
scepticism,  most  consumers  are 
actively  seeking  out  products 
which  do  not  harm  the 
environment  and  they  are  willing 
to  pay  a  premium  for  them. 


The  report  suggests  a  new 
consumer  will  make  their 
appearance  in  the  '90s  —  the 
ethical  consumer.  Angela 
1  [ughes  explains:  "The  Green 
consumer  is  becoming  wiser  and 
more  sophisticated  and  is  taking 
wider  issues,  such  as  ethical 


marketing  into  consideration 
when  making  purchases. 

Top  of  the  list  of  ethical 
issues  which  make  56  per  cent  of 
consumers  think  twice  about 
buying  are  animal  testing  and 
irresponsible  marketing.  "The 
Green  Consumer  1991,  Green 
Today. . .  Ethical  Tomorrow? ' '  is 
published  by  Mintel,  18-19  Long 
Lane,  London  EC1Z9HE. 


Heather  Field,  assistant  at  Beaufort  Pharmacy,  Lydney,  will  be  taking 
husband  Cyril  on  the  all  expenses  paid  weekend  break  in  Amsterdam  she 
won  as  first  prize  in  the  Asilone  competition  from  our  January  issue.  Mum- 
of-two  Heather  receives  her  tickets  from  Crookes  Healthcare  territory 
manager  Jim  Verralls  while  boss  Philip  Russell  and  junior  product 
manager  Ann  Crockett  look  on 

lltnTLtefc 


Andrea  Douthwaite ,  of  W  A  Reed  Pharmacy ,  Cheadle,  won  the  NP A  staff 
training  course  best  student  of  the  month  award  for  February.  Andrea, 
second  left,  receives  her  certificates  and  £20  voucher  from  Debra 
0  'Donoghue  of  sponsors  Merrcll  Dow  and  Robert  Hallworth,  representing 
the  NPA.  Far  right  is  pharmacist  Bill  Reed 


Subject:  Diabetes 

The  World  Health  Organisation 
has  declared  June  27  the  first 
World  Diabetes  Day.  With  that  in 
mind,  Over  the  Counter  gives  you 
the  basic  facts  about  the  disease. 

1.  Insulin,  produced  by  the 
pancreas,  ensures  that  glucose  is 
available  in  the  blood  and  that  it 

is  absorbed  by  body  cells  to 
provide  energy  for  them  to 
work.  If  the  level  of  insulin  is  too 
low,  either  because  the  body  is 
not  producing  enough,  or 
because  it  is  not  being  used 
properly,  the  person  develop 
diabetes. 

2.  The  main  symptoms,  which 
are  caused  by  a  reduction  in 
control  of  the  level  of  sugar 
(glucose)  in  the  blood,  include 
weakness,  weight  loss, 
excessive  urine,  thirst  and  signs 
of  dehydration. 

3.  There  is  no  cure.  Treatment 
consists  of  achieving  a  blood 
glucose  level  as  near  normal  as 
possible.  Today,  diabetics  with 
well-controlled  blood  glucose  can 
lead  a  near  normal  life.  The 
control  is  achieved  through  diet 
and  exercise,  and  by  insulin 
injections,  or  by  taking  tablets  to 
improve  insulin  output  or  use. 
For  some  people  who  develop 
diabetes  later  in  life,  diet  and 
exercise  may  be  enough. 

4.  Diabetes  requiring  insulin 
injections  (Type  I)  usually  occurs 
at  a  relatively  early  age,  while 
older  people,  particularly  those 
who  are  overweight,  tend  to 
develop  the  Type  II  diabetes 
where  insulin  output  is  reduced 
but  not  absent  altogether. 

5.  Diabetes  is  on  the  increase 
due  to  longer  life  expectancy  and 
the  dietary  and  lifestyle  factors 
which  make  people  susceptible 
to  being  overweight.  It  is 
considered  to  be  the  third  major 
death  cause  in  the  industrialised 
countries  after  heart  disorders 
and  cancer. 


Skincare  in  the 
sun  courses 

The  NPA  is  running  three  one- 
day  courses  on  skincare  and 
sunpreps  on  June  4  in  Chester, 
June  5  in  Birmingham,  and  June  6 
in  Bristol.  Further  information  is 
available  from  the  Training 
Department,  National  Pharma- 
ceutical Association.  Tel:  0727 
832161. 


For  health  conscious  customers 

NATURAL  CHOICE 


FROM  EN  T 


Toasted 
Wheat  Germ 


Natural  and 
Toasted 


JohnH.  Heron  Ltd.,  1 45 Boothf erry  Road,  Goole  DN146AX.  Tel:  (0405)  764271 
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The  holiday  season  provides  ample  scope  for  a  new 
window  display.  Designer  Beverly  Fuller  explains 


This  holiday  season  try  to  get 
away  from  the  visual  tiredness 
of  repetitive  displays  and  restyle 
your  pharmacy  window  for 
Summer.  Make  it  a  visual 
magnet  which  sends  out 
advertising  signals  to  catch  your 
customer's  eye.  It  should  be  a 
source  of  information,  interest, 
persuasion  and  desire. 

What  theme  can  I 
use? 

Your  merchandise  will  pr<  ibably 
include  products  like  sun  filters 
and  oils,  slimming  products, 
insect  repellents ,  hay  fever  relief 
and  travel  sickness  remedies. 
Here  are  a  variety  of  themes  and 
ideas  for  you  to  build  around 
your  product  display. 

Travel,  tourism,  sport, 
festivals  and  local  events  are  all 
topics  you  can  introduce  to  y<  >ur 
window.  Sea,  waves,  pebbles, 
shells,  fish,  seahorses,  boats  and 
sailors,  or  other  motifs  such  as 
the  sun,  clouds,  bright  colourful 
geometric  shapes,  vibrant 
flowers  and  lush  green  foliage  for 
that  fresh  look. 

Worlds  travel  themes  can 
highlight  different  countries  such 


as: 

•  Greece,  with  pillars,  vases 
and  sculptures 

•  Italy,  with  its  Venetian 
gondolas 

•  Africa,  with  a  jungle  scene  of 
animals  and  exotic  birds 

•  Egypt,  with  sand,  pyramids 
and  the  Sphinx 

•  France,  with  the  Eiffel  Tower 
and  Moulin  Rouge 

•  America,  with  its  cowboys, 
Disneyworld  or  even  Bart 
Simpson. 

Summer  sporting  activities 
like  tennis,  golf,  cricket,  surfing 
and  athletics  can  provide  a  whole 
range  of  suitable  props. 
Remember,  it's  often  the 
unusual  presentation  which 
makes  your  window  stand  out 
from  the  rest. 

Props  and  posters 

The  order  of  the  day  at  this  time 
of  the  year  is  bright 
backgrounds,  possibly  in  yellow 
or  white,  and  strong  colourful 
displays  using  plenty  of  primary 
colours.  Choose  carefully  those 
props  which  will  enhance  your 
merchandise  and  lead  the  eye 
straight  to  the  focal  point  of  your 


display. 

Bright  attractive  posters  add 
sparkle  to  your  window.  They  ■ 
are  easily  obtained  from 
manufacturers,  poster  shops, 
tourist  boards  and  some  art 
galleries. 

When  fixing  them  in  position  it 
is  important  to  keep  them 
straight  and  prevent  curling  or 
crinkling.  You  will  improve  the 
posters  you  receive  from 
suppliers  by  purchasing  a  pair  of 
struts  or  slides.  Fix  these  to  the 
top  and  bottom  of  the  poster  to 
help  it  hang  flat.  Thread  some 
nylon  through  the  top  slide  and 
suspend  the  poster  in  the  most 
effective  position  within  your 
display  area. 

If  the  plastic  slide  does  not 
grip  firmly  you  may  need  to  fix  it 
neatly  with  some  adhesive  tape 
on  the  back  to  keep  the  poster  in 
place  and  stop  it  from  slipping 
out.  Plastic  struts  or  slides  are 
usually  available  in  different 
colours,  so  select  those  which 
match  the  overall  background  of 
your  poster  illustration.  The 
slides  give  it  a  more  professional 
finish  and  take  care  of  the  poster 
so  that  it  can  be  reused  on 
another  occasion. 


How  can  I  stop  my 
display  collapsing? 

The  way  you  group  your 
merchandise  will  depend  on  the 
space  you  have  available  in  your 
window.  It  may  be  an  open 
backed  window,  or  two  smaller 
windows  either  side  of  the  shop 
entrance.  Your  grouping  may  be 
symmetric  or  asymmetric  and  if 
products  such  as  vitamin  boxes 
and  perfume  containers  are 
stacked  one  on  top  of  another, 
you  must  make  certain  the 
grouping  remains  firm  and 
stable. 

Empty  display  dummy  packs 
provided  by  manufacturers  tend 
to  be  light  and  can  easily  topple 
over  when  someone  passes  by 
them,  but  you  can  ensure  your 
display  remains  stable  in  a 
number  of  ways.  Double-sided 
adhesive  pads  fixed  between 
each  layer  are  ideal,  but  should 
not  be  used  on  real  merchandise 
as  peeling  them  off  again 
afterwards  may  damage  the 
boxes.  Small  pins  can  be  used  if 
discreetly  hidden,  or  Blu-tak  will 
hold  groups  of  containers 
together  without  damage.  Velcro 
strips  could  be  used  but  these 
are  quite  expensive. 

Sun  hazard 

Heat  from  the  sun  reflected 
through  the  window  can  damage 
both  props  and  merchandise.  If 
your  pharmacy  has  a  sun  blind 
make  sure  sure  you  use  it 
whenever  the  sun  is  shining.  Try 
to  place  expensive  real 
merchandise  towards  the  rear  of 
the  window  where  it  is  less 
exposed  to  strong  rays.  Use 
dummy  packs  in  the  foreground 
display  area.  Even  then,  if  they 
are  brightly  coloured  the  sun  can 
quickly  cause  fading  of  fugitive 
colours  which  will  spoil  your 
presentation.  If  this  happens 
contact  the  appropriate  suppliers 
and  get  them  replaced  as  soon  as 
possible. 

Beverly  Fuller  runs  her  own 
display  design  business  and  is  a 
part-time  lecturer  at  Uxbridge 
College,  Middlesex 
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Dettol  may  have  been  around  for  nearly  60  years,  but  now  it's  got 
company.  Dettol  Fresh  combines  the  antiseptic  and  disinfectant  benefits 
of  the  original  with  a  modern  pine  smell. 

Dettol  Fresh  200ml  £0.99  500ml  £1.49  is  presented  in  light  green- 
tinted  P VC  bottles  with  the  familiar  Dettol  graphics .  A  £2m  TV  campaign 
starts  this  month.  There  will  be  on-pack  offers  on  both  Dettol  Fresh  and 
Dettol. 

Reckitt  Products.  Tel:  0482  223141. 


edictoi 


Ibuleve:  ibuprofen  gel 

Dendron's  Ibuleve  gel  30g  £3.49  provides  for  the  first  time  the  over-the- 
counter  pain  reliever  ibuprofen  for  local  use.  Ibuleve,  a  non-sticky 
fragrance-free  gel,  is  for  the  relief  of  backache,  rheumatic  and  muscular 
pain,  sprains  and  strains.  It  should  be  applied  in  a  thin  layer  over  the 
affected  area  and  massaged  in  gently  up  to  three  times  a  day. 

The  launch  will  be  supported  by  a  national  Press  advertising 
campaign,  POS  material  and  an  in-pharmacy  promotion. 
Dendron.  Tel:  0923  229251. 


Smithkline  Beecham's  shaving  range  Brylcreem  Sensus  is  designed  for 
the  42  per  cent  of  men  who  claim  to  have  sensitive  skin.  The  range 
comprises  shave  foam  200ml  £1.89  and  gel  200ml  £2.29,  aftershave 
mousse  150ml  £3.49  and  gel  75ml  £3.49  and  moisturising  cream  50ml 
£3.49,  each  formulated  to  include  a  balance  of  lubricating  and  moisturising 
ingredients  to  protect  sensitive  skin  from  cuts  and  irritation. 

Advertising  support,  including  a  national  Press  campaign  and 
sampling,  will  target  24-35  year  old  men. 
Smithkline  Beecham  Personal  Care  UK.  Tel:  081-560  5151. 


Chefaro's  new  Predictor  home  pregnancy  test  gives  a  clear  "yes"  or 
"no"  within  four  minutes.  What's  more,  the  single  step  test  can  be  used 
from  the  day  the  period  is  due,  on  a  urine  sample  taken  at  any  time  of 
day  or  night.  The  test  —  which  looks  like  a  slim  fountain  pen  —  is  placed 
in  a  sample  of  urine.  If  both  test  windows  turn  pink  the  result  is  positive; 
only  the  control  window  goes  pink  for  a  negative.  Replacing  the  cap 
saves  the  result. 

The  new  test  (double  test  £9.35)  will  be  supported  by  Predictor's 
'  'biggest  ever' '  campaign  in  women's  magazines.  Chefaro  reps  will  be 
distributing  3D  training  slide  strips  and  viewer. 
Chefaro.  Tel:  0223  420956. 


LIFESPAN 

STARFLOWER 

OIL  !-1GH™GLA 

Even  more 
Starflower 


Roche's  Lifespan  Starflower  Oil  capsules  60  £6.99  each  contain  250mg 
borage  oil,  which  has  more  than  double  the  concentration  of  gamma 
linolenic  acid  found  in  evening  primrose  oil.  Recommended  dosage  is 
one-a-day,  offering  the  most  cost-effective  GLA  source  available,  say 
Roche. 

Some  £500,000  will  be  spent  on  consumer  advertising  in  the 
women's  Press.  Training  sessions  will  be  available  for  pharmacy 
<issist3.nts 

Roche  Consumer.  Tel:  0707  328128. 


■  i 


x  Oilatum 

SKIN  THERAPY 


Oilatum 
OTC  in  SE 

Pharmacies  in  the  South  East  are 
to  be  the  proving  ground  for  an 
over-the-counter  version  of 
Oilatum  Emollient,  the  bath 
additive  for  dry  sensitive  skins 
available  on  prescription. 

The  launch  of  Oilatum  Skin 
Therapy  125ml  £3.27,  which  uses 
the  slogan  ' '  bathe  away  dry  skin ' ' , 
follows  increasing  demand  from 
consumers.  A  20ml  trial  size  will 
offer  consumers  the  chance  to 
reclaim  the  £0.50  on  purchasing  a 
regular  size.  Advertising  will 
concentrate  on  the  women's 
press,  TV  Times  and  London 
Underground. 

Intercare.  Tel:  0734  790345. 
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Fancy  the  chance  (o  treat  yourself  to  a  fantastic  weekend  at  one  of  the 
country's  top  health  farms?  With  the  winning  combination  of  Natrel  Plus  and 
Over  the  Counter  —  you  can! 

Natrel  Plus  —  the  UK's  fastest  growing  anti-perspirant  deodorant  brand 
—  is  on  a  winning  streak  with  more  and  more  loyal  customers  choosing  from 
Ylang,  Xores,  Fougere  and  Zerion  for  Men  variants. 

Natrel  Plus  is  the  anti-perspirant  deodorant  with  the  unique  combination 
of  plant  extracts  and  effective  active  ingredients,  and  the  famous  TV  advert 
with  the  body  painted  boy  and  girl. 


Ill 


:  : 


Simply  tick  the  box  against  what  you  think  is  the  correct  answer  and 
complete  the  tie  breaker,  fill  your  name  and  other  details  in  on  the  entry 
form  and  send  to:  Natrel  Plus/Over  the  Counter  Competition,  PO  Box 
4PU,  London  W1A4PU. 


1. 


Which  of  the  following  is  a  Natrel  Plus  variant? 

a.  Xmas 

b.  Fern 

c.  Zerion 

Natrel  Plus  is... 

a.  An  anti-perspirant  deodorant 

b.  An  anti-perspiranl 

c.  A  deodorant 

How  many  Natrel  Plus  variants  are  there? 

a.  three 

b.  four 
e.  six 


□ 
□ 
□ 


□ 
□ 
□ 


□ 
□ 
□ 


Complete  the  follwing  sentence  in  no  more  than  ten  words.  In 
the  most  apt  and  original  way. 

"Natrel  Plus  anti-perspirant  deodorant  is  the  best  because 


Name  ... 
Address 


Phone 


Enter  our  fun  competition  to  win  an  all-inclusive  weekend  of  sheer  indulgence 
for  you  and  a  friend  at  the  luxurious  Springs  Hydro  health  farm.  And  there  are 
1 00  free  samples  of  Natrel  Plus  Ylang  roll-ons  on  offer  for  the  first  1 00  readers 
to  enter. 

What  do  you  have  to  do  to  win?  Just  answer  the  simple  questions  below 
correctly,  complete  the  tie-breaker  and  fill  in  your  entry  form  and  send  it  off! 


Rules 

1.  The  judges  decision  in  respect  of  selecting  the  best  lie  breaker  is final.  2.  Closing  date 
for  the  competition  is  August  1 1991.  3.  Winners  will  be  notified  by  August  30  1  991. 
4.  Employees  of  Gillette  and  Benn  Retail  Publications  are  not  eligible  to  enter.  5.  Only 
one  entry  per  person.  6.  Open  to  pharmacy  assistants  only. 


One-stop  nappy 
changing:  that's  Botties 

If  your  customers  are  fed  up  with  lugging  around  all  that  baby  changing 
equipment  when  they're  out,  introduce  them  to  Botties.  Each  kit 
contains  a  quilted  disposable  changing  mat,  three  large  individually 
packed  wipes,  a  unisex  disposable  ultra  nappy  and  a  scented  nappy  sack 
to  dispose  of  the  mess. 

Botties  come  in  toddler  (9-18kg)  and  child  (15-25kg)  £0.99  each.  A 
mother  and  baby  Press  campaign  supports  the  launch. 
Sales  &  Marketing  Innovations.  Tel:  0562  825100. 


1  ^ 
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ipri  relaunch  on  TV 


The  Aapri  skincare  range  is  being  relaunched  with  a  £1.2  million  TV 
campaign  covering  most  ITV  regions.  Key  changes  in  the  relaunch 
inlcude  a  lighter  apricot  fragrance  for  the  cleansing  lotion,  skin  freshener 
and  facial  washcream,  and  finer  particles  of  apricot  kernel  in  the  gentle 
scrub.  Packaging  retains  the  orange,  green  and  white,  but  with  a  softer 
look. 

Eylure  Nobel.  Tel:  0793  513600. 


!  5 





nx  add  sixtn  Alaska 

In  keeping  with  their  policy  of  launching  a  new  fragrance  each  year,  Elida 
Gibbs  have  unveiled  Alaska,  the  new  addition  to  the  Lynx  range  which 
makes  a  total  of  six  variants  in  all. 

Alaska  —  the  fragrance  is  described  as  ' '  spicy  with  a  fresh  top  note 
—  is  available  in  body  spray,  shower  gel  and  aftershave.  TV  advertising 
starts  in  the  middle  of  this  month. 
Elida  Gibbs.  Tel:  071-486  1200. 

The  price  of  Alberto's  detangling  spray  and  hair  thickener  are  £1.99 
200ml  and  not  as  stated  last  month. 


protection  and  stylins 

The  new  Silvikrin  range,  Active  Care,  claims  to  offer  protection  and 
styling  benefits  in  one.  The  range  of  three  mousses  —  firm  hold,  ultra 
hold  and  revitalising  for  permed  and  curly  hair  all  contain  polymers  to 
protect  the  hair  from  damage  caused  by  styling.  Gel  spray  conditioning 
agents  while  fixing  spray  leaves  hair  tangle-free. 

The  range  will  be  supported  by  a  £2 . 1  million  national  TV  campaign, 
featuring  Twiggy,  which  begins  next  month.  Other  promotional  activity 
includes  sampling,  advertorials  and  offers. 
Smithkline  Beecham  Personal  Care.  Tel:  081-560  5151. 

Full  Marks 
lotion,  too 

Full  Marks  head  lice  treatment  is 
now  available  in  a  lotion  as  well  as 
shampoo.  The  alcohol-based 
lotion  55ml  £2.15  110ml  £4.09, 
containing  phenothrin  0.2%, 
evaporates  on  the  head  to  leave  a 
high  concentration  of  insecticide. 

It  should  be  sprinkled  onto  dry 
hair,  rubbed  in  until  the  entire 
scalp  is  moistened,  and  allowed  to 
dry  naturally.  Hair  can  be 
shampooed  after  two  hours. 
Napp.  Tel:  0223  424444. 


Ipim  h 


Nicorette  chewing  gum  2mg  has  been  reclassified  as  a  "P"  medicine 
giving  pharmacies  an  additional  proven  treatment  to  offer  smokers 
wanting  to  give  up.  The  sugar-free  gum  is  available  in  packs  of  30  pieces 
£4.59  or  105  pieces  £12.11. 

Nicorette  contains  nicotine  to  replace  the  nicotine  in  tobacco  smoke. 
Once  the  lighting  up  habit  is  broken,  users  find  they  can  reduce  use  of 
gum  gradually.  Nicorette  has  to  be  chewed  in  a  particular  way,  so  make 
sure  users  know  what  to  do.  The  pack  leaflet  provides  full  instructions, 
or  get  them  to  talk  to  your  pharmacist.  Nicorette  should  not  be  used  by 
pregnant  women,  and  people  with  stomach  or  heart  problems  should  be 
referred  to  your  pharmacist  for  advice. 

The  launch  is  being  supported  with  a  £2  million  national  TV  and  Press 
campaign  aimed  at  smokers  and  their  non-smoking  friends  and  relatives. 
Merchandising  material  includes  leaflets,  window  display,  shelf 
wobblers  and  training  manuals. 
Lundbeck.  Tel:  0582  416565. 
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Verity  is  a  real -life  pharmacy 
assistant  working  full-time  in  a 
pharmacy  somewhere  in  the  UK, 
writing  about  her  job  as  she  sees  it. 


Reading  through  several  back  issues 
of  Over  the  Counter  the  other  day,  and 
looking  at  all  the  articles  aimed  at 
educating  pharmacy  assistants,  it 
struck  me  as  a  great  pity  that  one 
assistant  in  the  "public  eye"  should 
be  portrayed  as  unable  to  add  up. 

In  a  recent  episode  of  Channel  4 '  s 
"Brookside"  Diana,  who  ' 'works  in  the  pharmacy" ,  was 
scoffed  at  by  her  boyfriend's  sister  for  her  inability  to  add 
up  correctly  during  a  card  game.  When  asked  how  she 
coped  in  the  shop  she  proudly  explained  away  her 
ignorance  by  describing  the  beauty  of  electronic  cash 
registers. 

I  know  this  character  is  a  fictional  one,  but  surely  it's 
bad  enough  that  assistants  behind  perfume  and  cosmetic 
counters  are  figures  of  fun  thanks  to  Keith  Waterhouse's 
"  Sharon  and  Tracy ' ' ,  and  admittedly ,  no-one '  s  perfect  or 
wants  to  be  taken  too  seriously,  but  if  the  general  public 
see  us  as  girls  who  cannot  even  grasp  basic  maths  how 
on  earth  will  they  ever  be  encouraged  to  seek  our 
advice?  With  that  sort  of  intelligence,  how  would  we  ever 


decide  when  to  refer  a  matter  to  the 
pharmacist? 

Turning  to  last  month's  issue,  it 
was  great  for  me  personally  to  see  an 
article  on  eye-care.  As  the  sole 
contact  lens  wearer  in  our  shop  I'm 
always  dragged  out  from  wherever 
I'm  hiding  as  soon  as  a  customer 
mentions  lenses  —  "You  should  know,  you  wear  them". 
The  article,  together  with  a  great  little  chart  from  Allergan 
we've  recently  been  given,  means  the  rest  of  the  staff  will 
now  have  no  excuse. 

This  season,  we  weren't  going  to  be  caught  unawares 
by  the  great  British  climate,  so  early  on  we  armed 
ourselves  with  shelves  choc-a-bloc  with  antihistamines 
and  "ice"  sticks.  Our  efforts  were  rewarded  by  the 
wettest  day  in  over  a  century.  We'd  have  been  better  off 
with  rain  bonnets  and  wellies. 

Still,  at  least  we're  prepared  for  when  a  warm  spell 
finally  greets  us,  and  we'll  have  had  even  more  time  to  get 
clued  up  on  antihistamines  and  sunburn  prevention  (and 
our  two  times  tables)...  won't  we? 


OOO 
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OLGATE:  ALL  BRUSHED  UP  T( 
THE  TUNE  OF  £12*5  MILLION. 


COLGATE  IS  THE  WORLD'S  BEST  SELLING  TOOTHBRUSH  BRAND - 
A  NATURAL  PARTNER  TO  THE  WORLD'S  No.l  TOOTHPASTE. 

This  clinically  proven  brush  with  its  unique  diamond  shaped  head  is  specially 
designed  for  easy  access  to  those  hard  to  reach  back  teeth. 

The  range  is  carefully  planned  to  ease  your  customer's  decision  by 
providing  each  member  of  the  family  with  a  clear,  simple  choice. 

Part  of  Colgate's  £12.5  million  commitment  to  the  total  Oral  Care  market, 
Colgate  toothbrushes  are  supported  by  a  £2  million  advertising  and  promotional 
budget,  which  includes  TV 

So  those  with  a  good  head  for  business  will  quickly  see  the  value  of  stocking 
and  giving  prominent  display  to  the  entire  Colgate  range. 


